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SEE wae BUYING CHECK LIST on page 94 April 20, 1961 


For biggest cord profi its, give big display to the 


BIG TWO! 


ONE! The tough multiple-use cord for the budget-minded. 
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TWO! The world’s finest multiple-use cord. Display both! 


SPOT-CORD 


SAMSON CORDAGE WORKS e¢ BOSTON 10, MASS. « WORLD’S TOUGHEST CORDAGE SINCE 1888 
Clothesline - Play Rope - Jump Rope + Sash Cord + Camp Rope 


COMPARE 


with hammers selling for 
up to *1.00 more 
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New True Temper Briar Edge 
# } | 6 nia $2.79 Suggested retail 


The look... the heft... 
of a higher priced 





hammer! 


That, in a nutshell, describes the new True Temper 
Briar Edge. But compare its features with any other 
wood-handled nail hammer priced up to $1.00 more! 
The handle — select hickory, fire-hardened — smooth, 
comfortable and splinter-free. Die-gauged and shaped 
for balance and ‘“‘feel’’. Power-driven and securely 
wedged in eye that has an 8-way taper. 

The head—eye-catching, rich, smooth, baked-enamel 
black finish with polished face and bell. Heat-treated 
three ways— (1) for hardness of face to drive heaviest 
nails, (2) for strength at eye section, (3) for extra 
toughness and springy claw action. 

The claws —taper-forged with uniform bite to pull 
heavy nails or small brads. 


This new True Temper Briar Edge is available in 
7, 13, 16-0z. nail hammers, and 16-o0z. ripper. Call 
your ‘True Temper wholesaler today. True Temper, 
1623 Euclid Avenue, Cleveland 15, Ohio. 


GIRUE LEMPE 


your basic line... your money line 


R) 








WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


BR5285 Bath 


Full line of Yale’ residential key-in-knob locksets 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


BR5286 Closet 


Want more facts? Circle 101, p. 103 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Specia! listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


YALE —REG. U.S. PAT. OFF 


BR5284 Bedroom 


Replacement business is big busi- 
ness! Yale's complete line of 5200- 
Series Key-in-Knob Locksets brings a 
real chance for profitable replace- 
ment business for you. Do-it- 
yourselfers will be happy to rent your 
Yale® installation tools. Remember, the 
security and reliability of Yale lock- 
sets are their biggest selling points. 
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Put the new “Help Yourself” Nicholson or 
Black Diamond hand hacksaw blade dis- 


play on your counter or pegboard. 


This attractive self-seller features the price 
and type of each blade. It’s free with the 
Number 80 assortment .. . and it offers 
your customers truly outstanding and well- 
known blade quality—Nicholson or Black 
Diamond —in t.vo types, each in four hack- 
saw sizes. 


Your blade sales won’t lag long with this 
display. Increase your stock turnover and 


help build store traffic. Call your hardware 
wholesaler for a supply today. 


HERE’S YOUR PROFIT STORY: 


gS EE eer 
Your selling price. . .. . . $25.80 
5 Sees ee 


>, NICHOLSON 


Nicholson File Company, Providence 1, Rhode island 


Files + Rotary Burs - Hacksaw and Band Saw Blades 
Ground Flat Stock + Industrial Hammers 
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6, AMERICAN 
>< CHAIN 


THE OLD RELIABLE = 
CHAIN SALESMAKER 


Assortment No. 38 


7 types and sizes 
of weided and 
weldiess chain 


THE NEW 
CHAMPION 
CHAIN SALESMAKER 


Assortment No. 46 


4 popular sizes of 
proof coil chain 





By Popular Demand-a 
ACCO Proof Coil Chain Salesmaker 


@ You asked for it, now here it is—the new ACCO 
Proof Coil Chain Salesmaker. The perfect companion 
to the popular Welded and Weldless Chain Sales- 
maker, this new rack display lets you round out floor 
stock with the four sizes of proof coil chain that your 
customers most frequently ask for. Side by side, both 
self-service units consume less than 5 square feet of 
floor space. But best of all, they put chain out where 
customers can see it...feel it...and buy it! 


And when they buy it, you make money! Take the 
new Proof Coil Chain Salesmaker. You pay just 


ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 
distributor for complete infor- 
mation about these items or write 
York, Pa., office for free litera- 
ture DH-377 and DH-79 


for four reels of chain (sizes —3%", 14", 54”, 34”) and 
get the display rack FREE! Sold at suggested retail 
prices, your investment produces a generous profit. 
You have three different assortments to choose from 
— (No. 46) Self-colored chain, (No. 46A) Extra-Bright 
Zinc-plated, (No. 46B) Hot Galvanized finish. 


Put new life into your chain sales by ordering an 
Acco Proof Coil Chain Salesmaker from your Acco 
distributor now. And if you don’t already have an 
acco Welded and Weldless Chain Salesmaker, order 
one at the same time. 


AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*indicates Warehouse Stocks 


TRADE * 
MARK 


Want more facts? Circle 104, p. 103 
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Charter Member 


Editorial 


by W. A. Phair 


The future and profits . . . 


What kind of a store operation is best for an independent dealer 
if he is to survive and make a profit in the years ahead? Apparently 
there are many different opinions on this subject. 


In an editorial discussion on these pages in the Mar. 25rd issue, 
I said I felt that too much emphasis was being placed on the imita- 
tion of chain stores as a means of success for the independent. It 
was my thought that independent stores should spend more time de- 
veloping their own special type of services and characteristics. 


A number of readers disagree with this viewpoint. Some of this 
disagreement comes from men with wide experience in hardware and 
who have a sincere interest in the welfare of the independent dealer. 
These contrary viewpoints deserve consideration. 


For example, this view was expressed: 


“I agree that the typical independent dealer cannot beat the 
chain outlets at their own game. On the other hand, if I must 
cast my lot on the success of the dealer who relies on local, per- 
sonalized service and technical information, I think the future 
looks pretty dim. I don’t see how the average dealer can have 
a successful operation dealing only in service merchandise. I 
believe we must recognize the strengths the independent has, 
but at the same time encourage the use of some of the better 
methods and the promotional punch that has been the strength 
of the chains.” 


We received a note from another reader, that said: 


“I want to say ‘Amen’ to the editorial discussion in the Mar. 
23rd issue. I have read the piece at least four times and find a 
great deal of food for thought in the comments.” 


Another reader writes that he is putting on several sales meetings 
and wants some extra copies of this discussion, because he thinks 
we “sometimes get blinded by certain ideas and accept them before 
we examine them closely.” 


From the comments we have received, it is apparent that there are 
many different views on how a hardware store must be operated if it 
is to stay in business in the years to come, and do this profitably. 


It is probable that there are several techniques that can be used 
to reach this goal. Yet, I think we'll find that certain fundamental 
truths will be common to all these methods. What are these truths? 


This is an important question, and one that deserves long and care- 
ful study by the trade. I’m sure no one person has the secret; life 
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Editorial 


continued 


doesn’t work that way. I do think, however, that a study of the 
opinions of many people will help all of us do a better job of pre- 
paring for the future. 


So, what are your ideas? What do you think the store of five or 
ten years from now will be like? What kinds of merchandise will it 
carry? How will it promote? Where will it be located? How big will 
it have to be? 


Drop me a note, outlining your views. We’ll publish letters that 
contain objective, constructive ideas. We can use them with or without 
your name, as you prefer. The important consideration is to present 
as Many aspects of the problem as possible, so that each dealer can 
appraise these thoughts and thus make a better decision for himself. 
Let me have your thoughts, now. 


National brands, again. . . 


Our mail from readers is always interesting and instructive. Some- 
times it reveals situations that we might not otherwise know about. 
An example of this is the letters we received commenting on the dis- 
cussion of the “National brand paradox,” in the Mar. 9th issue. 


The letters referring to this editorial were of two general types. 
One type came from factory sales managers, who seemed to feel that 
we exaggerated the private brand problem and discounted too much 
the influence of national advertising of hardware products. 


The second group of letters came from factory salesmen, the men 
who, each day, call directly on wholesalers and dealers. This group 
was practically unanimous in approving the contents of the editorial. 
Several of these men especially emphasized that the consumer accep- 
tance of the average hardware national brand product is over-esti- 
mated. 


It was their opinion that display at the local level is the key to 
real sales volume. Once a product is on display at the retail level, then 
national advertising works its greatest influence. The ability of a 
dealer to sell a customer off one brand that he doesn’t carry, and on to 
one that he does, is a powerful factor, these salesmen felt. 


None of us should under-rate the importance of national advertis- 
ing in developing a product. But, it cannot perform miracles by itself. 
This is especially true in considering the limited amount of national 
advertising the average hardware brand can undertake, and the grow- 
ing competition of private brands. 


It seems to me that an objective look at marketing emphasizes that 
national advertising is effective only when it is integrated into a 
complete selling program that encourages the widest possible display 
of the merchandise all across the country. This is feasible only when 
a sound policy is in back of the product, and it is on the shelves 
of thousands of hardware stores. 
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G RAB LER eoune-cce- 


makes | | different 
lines of pipe fittings 


— and from each “‘line’’ you can select from a complete range of sizes and types. 
Grabler Square ‘‘Gee’’ Fittings are right for your customer — right for the job. 
They save you time — they save your customer's time. You both save money. 
And, it is easy for you to get just what you need, when you need it. Just ask your 
best source — your wholesaier for Grabler Square ‘‘Gee’’ Fittings. They're your 
best real value buy. 


the mark of 
quality, 
service and 
dependability 


THE GRASBLER MANUFACTURING COMPANY 
6565 Broadway « Cleveland 5, Ohio 


Grabler Warehouses Serving Your best source — Your Wholesaler 


New York « Boston « Cincinnati *« St.Louis * Minneapolis 
Philadelphia -« Atlanta « Dallas -« Detroit * San Francisco 
New Orleans « Pittsburgh *« Chicago * Denver « Los Angeles 














WASHINGTON 





A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS ” 


Urban renewal means sales... 


Sales of builders’ hardware should boom to record levels in the 
months ahead as a result of President Kennedy’s broad new hous- 
ing program. Key feature of the program is urban renewal. Ken- 
nedy has called for greater federal spending and a streamlined 
loan program for urban renewal, home remodeling and restoration. 
Congress will go along with most of the plan after the usual haggle 
over spending features. Homeowners will be able to get FHA- 
insured loans up to $10,000 for basic structural improvements to 
old houses. Much of the money will be spent in hardware stores. 


Taxes: A glimmer of light... . 


President Kennedy’s long-awaited tax message didn’t exactly slam 
the door on hopes for some small business tax reform. Supporters 
remain hopeful that if Congress approves a plan similar to the 
Curtis-Ikard-Sparkman bills within the next two years, Kennedy 
will go along. Under the plan, hardware dealers could claim higher 
deductions for earnings plowed back in new store equipment, inven- 
tory build-up and accounts receivable. A firm could deduct the 
difference between investments in these areas at the first of the 
year and the end of the year, if year-end investments were higher. 


Be cautious on ad deals... 


Co-op advertising deals between manufacturers, wholesalers and 
dealers are in for stiff regulation by the Federal Trade Commis- 
sion. Fair-play business regulators close ranks in a drive to curb 
so-called discriminatory deals where jobbers offer payments to 
some dealers but not all. Dealers who solicit payment from some 
but not all suppliers will also come under the gun. FTC examiners 
are screening replies from department stores on latest mail ques- 
tionnaire about co-op ad contracts. Penalties are handed out both . 
for faked answers to the questionnaire and for honest answers 
which reveal discriminatory deals. 


Borrowing may cost less... 


Hardware stores in areas classed by the Labor Department as 
“substantial labor surplus” can obtain new low interest rate loans 
from the Small Business Administration. SBA administrator 
John E. Horne cut interest rates on small business loans from 
544 percent to 4 percent for firms in areas where unemployment 
has climbed to 6 percent or more. Hitch is that unemployment 
rate must be over “substantial” amount when money is dispersed, 
not when loan is applied for. You can apply for a 4 percent loan 
during period of high unemployment but if things improve in 
your area before money is actually in your hands, the interest 
rate climbs back up to 5% percent. 
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to keep sales moving fast on all items 


“We have to refill our Lufkin Turnover Target 
every week,” reports Tennant Bros., Tampa, Florida. 
Lufkin measuring tools are that popular. And a 
well-stocked display keeps sales moving. Other 
dealers report: 

“It’s doubled our business... proved that stuff 
kept under the counter is wasted money.”’ 
‘Turnover up 70% ... and I’m using less space.” 
‘“‘My turnover has more than doubled.” 

LUFKIN’S EXCLUSIVE SELF-SERVICE CENTER for 
all types of popular measuring tools sells them on 
sight. Join the dealers who are now cashing in. If 


you don’t have a Lufkin volume-building Turnover 
Target, call your wholesaler for information. If you 
do have one, keep it stocked. You’re losing sales 
when you don’t. 


WHY STOCK TWO 
WHEN ONE WILL DO-/F IT'S... 


UFKIN 


SAGINAW. MICHIGAN 


Want more facts? Circle 106, p. 103 
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HARDWARE BUSINESS 


outlook 


= 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


How far up will it go?... 


Signs of better business for the months ahead becoming more 
plentiful. Big question now is how fast will improvement come, how 
long will it last? No basis for too many optimistic projections 
yet, but long-range planners believe this may be beginning of long 
promised soaring sixties. Improvement has come to manufactur- 
ing levels; retailers may wait several months before real upturn. 
Meanwhile, plans should allow for retail gains in last half. 


Most consumers still cautious .. . 


Keep a close watch for reports of consumer buying patterns in 
the next few weeks for clue to how heavy to buy. Present situation 
is capable of rising sharply, or holding steady. University of Michi- 
gan’s survey of consumer buying intentions, taken recently, shows 
buying plans still spetted with caution, but suggests news of better 
business could influence change for better. First sign of change 
since survey came with early Easter and first Spring weather: 
retail sales were up. It’s what happens now that the holiday is past 
that will give clue. 


But not all of them... 


Watch for more emphasis on the multiple sale customer. There’s 
a growing desire among many consumers to own two or more of 
many items. Many retailers now making plans to profit by it. Ex- 
amples of trend as reported by Wall Street Journal are: One. TV 
sale in eight is a second set; one in five boat buyers is adding a 
second boat; many homeowners building second homes, mostly for 
vacations. Some demand from trend will concentrate on goods you 
sell. For example, some customers buy two mowers, a large mower 
with attachments for heavy-duty work, and a smaller mower for ; 
trimming. Now’s the time to key-up your sales staff on suggesting 
to customers the advantages of owning two of an item, when ap- 
propriate. Stress this idea in your advertising and displays. * 


Three Summer sales boosters .. . 


Current softness in business prompting many dealers to put extra 
promotion on special events to help recoup lost sales. Spotlight is 
now focused on June’s three big gift giving events—June brides, 
school graduations, and Father’s Day. Combined sales potential of 
these three occasions is second only to Christmas. Get your share 
by setting up plans now to establish your store as gift headquar- 
ters. See the “Doldrums or Dollars” article in the May 4 issue for 
a guide to selling this market. 


... Turn to page 152 for more news of How’s the Hardware Business 
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Sometimes even something as 
simple as a plain ole Hacksaw 
Blade can be modernized, 
idealized and generally 
pepped up. It can’t always be 
done, but we've managed to 
do just that with these GRIFFIN 
HACKSAW BLADES. First off, 
we put the number of teeth on 
there in big letters...you can 
read ‘em without your glasses. 
Then to make it easy, we've 
printed right on the blade what 
it'll cut...you know, 24 teeth 
for tubing and small sections, 
18 teeth for bolts, pipe, etc. 
Makes it easy for you to pick 
out the right blade for the cus- 
tomer. 


Then we mark each blade like 
so, FRONT ——> , means your 
customer can’t put the blade in 
his frame backwards. And the 
whole blade is painted a genu- 
ine antique satin black...looks 
good in your stock...no rust, 
no scale, no oil. 


. And these are really good 
n’t read anythin 
# you Cont anion blades, made by an outfit that’s 


else... Don’t miss this been making FINE HACKSAW 
FREE BLADE OFFER BLADES since 1880. Why not 
..- Right Here write today for a sample blade 
...see for yourself just how 
good they are. Just drop the 

coupon in the mail to GRIFFIN, FREE BLADE COUPON 


105 Duane Street, New York 8, G. W. GRIFFIN COMPANY 

105 Duane Street, New York 8, N.Y. 

Please send me without obligation a FREE 
GRIFFIN HACKSAW BLADE. 


New York and we'll send you a 
modern Griffin Hacksaw Blade. 


My Nome ... 


bat a lly 


FRANKLIN, NEW HAMPSHIRE 
Sales Representatives 
JOHN H. GRAHAM & CO., INC. 
105 Duane Street, New York 8, N. Y. 


Want more facts? Circle 107, p. 103 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


KEEP YOUR EYE PEELED FOR HOT ITEMS. Shrewd dealers have learned that 
getting on board when new items are introduced can often pay off 
in double measure. Examples: Electric can openers and rug cleaners 
in recent years. You won't hit the bullseye every time, and normal 
caution is urged. The newest item to catch sharp buyers’ eyes is 
an electric vegetable peeler (@ $39.95). Early reports rate this 
onion-potato=-beet skinner with high housewife appeal. If as effi- 
cient as cited, it may outsell electric can openers one day soon. 





























LOOK FOR MORE TEST MARKETING OF NEW PRODUCTS. More and more manufac- 
turers are field testing their hot new items to flush out dogs and 
flatten bugs. It helps them and it helps you. Even the biggest 
name brands may seek your aid in testing a product or line. A good 
example is recent trial run of Pyroceram tableware, new stablemate 
of Pyroceram cookware and electrics. Line features dishes, cups 
and bowls in plain white or decorated. Eastern tests met with 
marked success, helped establish patterns for national distribu- 
tion later. Help yourself and other dealers if a supplier asks you 
to help test-sell a new product. Say "Yes, we'll do our part." 
































MORE DEALERS ARE TAKING REALISTIC VIEW OF WHOLESALERS' TERMS. Maybe 

you should. Maybe you're missing a good source of income. There's 
a noticeable and growing trend to pay suppliers’ bills promptly, 
even if it means borrowing on short-term bank notes. Why? Whole- 
Salers’ dating terms of 2%-8 days can return up to 36% a year on 
your net invested capital in fast-turnover lines. Slow pay wipes 
out this big advantage. Bank loans cost only 6% a year, can 
protect the much larger income that cash discounts represent. Help 


yourself to extra profit (and avoid slow-pay penalties) by paying 
bills on time. 









































THERE'S A NEW, EFFECTIVE CURB TO BOUNCING CHECKS. Could save you plenty. 
A small counter unit has camera that frightens away the average 
petty crook. Most of them are afraid of being photographed. Called 
Camera-Gard, the unit is said to curb up to 90% of bad checks at 
once. And a special insurance plan can be tied in to cover those 
few frauds who don't fear being photographed. No special skill or 
lighting devices needed with these machines. Takes less than a 
foot of space, could pay for itself the first time it's used. 
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Little Giant Pumps 


For More Profits 


No. 2 Hooded Basement Bailer 


There’s a Little Giant Pump for any liquid handling application 

..and more PROFITS for you when you handle our complete 
line. Little Giant Pumps can be used in landscaping applications, 
as a sump pump, in many other ways around the house or busi- 
ness. Contact us today for prices, specifications and the name 
of your Little Giant representative 


¢ : city ? Oko. 


Want more facts? Circle 108, . 103 
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Strongest 
of All! 


Only CRESTOGRIP has this 
double strength BOX JOINT. 
All others have 
conventional lap joint. 








NO OTHER UTILITY PLIER 


eo. «CLIKE CRESTOGRIP. 


Simply “walk” the 
rivet recess over the 
bearing point (shown 
in cut-a-way view) 
with a pumping 
action of handles. 


CRESTOGRIP PLIER 
No. P210 


World's Thinnest! | 


Compare these dimensions 


8/16" 
THIN, PARALLEL =~ TAPERED JAWS 
JAWS, LESS =. GREATER GRIPPING 


GRIPPING AREA r AREA 


Crescent’s No. P210 CRESTOGRIP 1s a utility plier LAP JOINT DOUBLE STRENGTH 


TWISTING STRAIN | ‘ BOX JOINT, TAKES 
UNDER LOAD THE LOAD SQUARELY 








absolutely without equal. It’s distinctive features, 


illustrated on this page tell why. Exhaustive tests ae TT SESE] reuse iver 


TO THICKNESS NO PROJECTIONS 


against competitive tools prove CRESTOGRIP 





to be stronger, thinner in overall dimensions, and omen here ur: | MEAVY LOAD-BEARING 


SECTION, 12/64" = 5/8” 


capable of greater gripping power. 








This versatile tool measures 914” overall, weighs a axe cOMPonTan 
> MANDLE. LESS —~. aa HANDLE NON-SLIP 
COMFORTABLE GRiP see K NURLING 


a mere 12 ounces, yet gets in and grips where no COMPETITIVE CRESCENT 


LAP JOINT BOX JOINT 
UTILITY PLIER UTILITY PLIER 








other tool will do the job. Finished in rust re- 











sistant zinc plating. Retails for only $3.15. 


New smaller size, No. P27, 7 inch, CR ‘ CENT TOOLS — a. 


retails for only $2.50. ip 


high Of lhe HAan 
Fynilh of Cuccllence 


Crescent is owr trode-mork, registered in the United Stotes and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 
CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
Want more facts? Circle 109, p. 103 
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You don’t have to be a power tool expert to sell 


© SAWSMITH 


the ONLY Radial Arm Saw that does MORE ...with Add-A-Too/ 


dian ee REMI Alp 9 OE 
aR x , “ey POL BS PR RE 


> 


<. 
. cas 
2s 


My 
eS 7, 
. 


~ 


ADD-A-paint 
SPRAYER-COMPRESSOR 


MORE PROFIT ...MORE POTENTIAL! This big ticket sale takes 
little more time to close than a small sale . . . offers bigger initial profit plus 
bonus profit on sAwsMITH accessories and Add-A-Tools, 


MORE SALES APPEAL...MORE FEATURES! sawsmitu does 
the work of a whole shop full of tools from a single power unit .. . a single 
stand! No other power tool provides so many practical features. 


MORE SALES SUPPORT! More than 25 million readers will see 
SAWSMITH advertised in Saturday Evening Post, Better Homes & Gardens, True, 
Popular Science, Mechanix Illustrated and Popular Mechanics. Millions more 
will see it on TV nationally. In addition, sawsmitu offers local cooperative 
advertising and promotions. . 


MORE PROMOTION! sawsmitH promotes 12 months a year! Special 
offers make customers of prospects . . . special plans make purchase easy .. . 
special displays keep sawsMiTH out front. 


ADD-A-JOINTER 





First of the Powerful SAWSMITH Promotions of 1961 CHOICE rela ANY 5 
SENSATIONAL SALE OF i¢ EACH 


e Reg. $8.20 Tool Rest « Reg. $8.95 Set of Auger Bits | 


SAWSMITH ACCESSORIES © Reg. $9.95 Drill Chuck « Reg. $7.95 Molder 


e Reg. $9.55 Set of Lathe Chisels 


| ies to ch 
Offers your customers savings up to $45.00 | or many other —— — o choose from 


AT N 0 COST TO YO 1 : | a e Reg. $39.95 Cabinet Base for only 5 pennies 


SEND FOR FRANCHISE DETAILS NOW | y UB fA POWER PRODUCTS inc 
Tear a corner... ANY CORNER...from | 9 eS 
this ad, staple to your letterhead and | 834 EVANS ST., CINCINNATI 4, OHIO 


otee- saan _| A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Want more facts? Circle 110, p. 103 
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He has a problem 


Baseball season is here. Chances are, quite 
a few home runs and foul tips will find their 
way through your customers’ windows. You 
can help them solve this problem if you sell 
PENNVERNON Window Glass. (Of course, you 
can’t ignore your other customers either— 
builders and home repair contractors—be- 
cause they’re in their busy season, too.) 
When you stock PENNVERNON, you’re in 
line for plenty of repeat business. Customers 
will keep coming back because when you sell 
them PENNVERNON, they get a quality glass 
that has a brilliant surface and remarkable 








...you have the solution... 


PEeNNUERNON 


transparency, thanks to PPG’s unique manu- 
facturing process. You don’t have to worry 
about big inventories crowding the back of 
your store, since you can get quick delivery 
from your PPG branch or distributor. He 
carries a complete range of sizes and 
strengths. And, he can supply you with a full 
line of sales aids, including signs, plans for 
display racks, counter cards, decals, give- 
away folders and ad mats. There’s a Pitts- 
burgh branch or distributor near you. Or 
write Pittsburgh Plate Glass Company, 632 
Fort Duquesne Blvd., Pittsburgh 22, Pa. 


° Pittsburgh Plate Glass Company 


G 


Paints + Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


Want more facts? Circle 111, p. 103 
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| PennuERNON 


_ WINDOW GLASS 


the world’s finest 
window glass 





SOUTHERN SCREW 
SPECIALIZES IN 
PACKAGED PROHIT 


PEM VA ae cas 


Profit-wise dealers stock the SOUTH- 

ERN line because Southern Screws 

move out fast. Here’s why: 

e They're pre-sold by hard-hitting 
national and trade advertising 


e They're USA-made of USA materials 


e They're readily available thru wide- 
awake distributors in a wide range 
of sizes, head styles and finishes 


e They're easily spotted and positively 
identified with the colorful “EZ to 
Co’ labels 


Learn what packaged profit in fasteners 
really means—get in touch with your 
Southern distributor now! 


Carriage Bolts © Wood Drive Screws 


Manufacturing and Main Stock in Statesville, North Carolina Warehouses: New York ¢ Chicago « Dallas * Los Angeles 


Want more facts? Circle 112, p. 103 
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Pipe Service Department Increases Store Traffic .. . and Sales! 
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“Our RIBSAID, 535 
Threading Machine 


Doubled Pipe Sales... 


\ Helped Triple Total Business,” 


says Mr. A. D. Heinrich owner of 
St. Mary’s Hardware Co., Inc., St. Mary’s, Ohio. 


Three years ago, when A. D. Heinrich was working 
hard to turn his newly acquired store into a big 
operation in a town of 8,000 population, he bought a 
Ri@eaibm No. 535 Pipe and Bolt Threading Machine. 
According to Mr. Heinrich, his RII No. 535 has 
increased profits these four ways: 


1. It paid for itself through pipe threading charges 
alone in the first year . . . and pays for itself again 
every year! 


2. As the center of Heinrich’s pipe service depart- 
ment, this RI@OQiS Threading Machine has doubled 
pipe and pipe supply sales . . . to $15,000 a year, solely 
to do-it-yourselfers! 


3. By helping Heinrich and his staff give fast, efficient 
customer service, his RIMOAlD 535 has played a 
significant part in building total store sales up to 
$200,000 in just three years . . . three times what 


they were when he bought his RIBBID No. 535! 
4. As an extra bonus, this machine, used with a 
RIDID Nipple Chuck, supplies about one-fourth of 
his nipples absolutely free by converting pipe scrap 
into highly profitable items. 

You, too, can boost your store’s sales ... and 
profits . . . by building a successful pipe service 
department around the fast, versatile RI@AID 535 
Pipe and Bolt Threading Machine. See it at your 
Wholesaler’s now! 


Want more facts? Circle 113, p. 103 
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heavy-duty Of ( = BOARD fixtures 


in self-service dispenser 


GIVE YOUR POGa«e 
WOR, MIRE: Wai fe 


sees ” c dh Se 5 RRR I tt ’ 
sere th a ae a eo 4 


bes 

MASONITE ?1(, 000 2. 

A ve" HEAVY DUTY FIX RES A ‘: 
EE ay 


ps ertangatt =. —~ -— = <2 6+ € a a a : 
: e#eeeeoeaeneeeevevee ee 
ef =e ee 
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Profit line on the go—that’s what this new dispenser of 
14” heavy-duty Peg-Board fixtures brings you. Like fast- 
moving 4” Peg-Board fixtures, quarter-inch fixture sales 
are up— Masonite national advertising and publicity 
promise even more. 

Now you can be headquarters for the heavy-duty fix- 
tures that Masonite 4” Peg-Board users need. This com- 
pact selling center of Masonite perforated hardboard can 
be displayed on wall or island or gondola counters...con- 
tains 12 each of seven new fixture cards plus free hanging 
hooks for you. 

Get in on the upsurge of heavy-duty Peg-Board this 
spring. Order now or write for complete information to 
Masonite Corporation. Use the handy coupon below. 


MA OMmMMASO NITE shows the way 





®mMasonite Corporation—manufacturer of 

quality panel products for 

building and industry. 

Masonite and Peg-Board are registered 
trade-marks of Masonite Corporation. 





Masonite Corporation 

Dept. HA-420, Box 777, Chicago 90, Ill 

Gentlemen: Send literature, price and shipping information 
on \%” Peg-Beard fixtures. 

Name 
Company 
Address 
City 























a> GED GED GED GD GED Ga Gap a ae af 
Bes cus Game Ge Ge GD GE Ge ae ce 
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SIX 


FOX AGENCIES, PORT CREDIT, ONTARIO 


A-WAY 


MaPa 
re ~% 
YOoGE 
SNS wes 
£¢ 


COLORS 


AND ALL-CHROME 


$6.95 and $7.95 


.. SWING 
DELUXE AUTOMATIC 
CAN OPENER 


Want more facts? Circle 115, p. 103 








NEW CAN OPENER 


ON EARTH 
DECORATOR 
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SWING-A-WAY MANUFACTURING COMPANY, ST. LOUIS 16, MO. «+ IN CANADA 
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America’s 


CHAN wey , LOCK 


No. 420 


The ‘Want Books”’... and ringing 

cash registers... of hardware stores 

all over America give profitable 

proof of the growing sales of the 
Channellock No. 420. Hundreds of 
thousands of these handy, popular 
pliers are bought each year by 
mechanics and householders alike. 
They like its pipe-wrench grip... its all 
‘round usefulness. And you'll like the 
Steady profits when you put America’s 
most ‘‘wanted”’ plier up front for your 
customers to see... “heft’’...and buy. Let 
us send you our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 








It’s easier to stock 
just one line of pliers. 


It’s PROFIT-WISE to stock the 
genuine CHANNELLOCK line. 


Ad “te \ i reek 
7 a cd 


Want more facts? Circle 116, 
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Church No. 440 Seat 


Well built, well styled merchandise at a price is what sells 
best in today’s market. That’s why the Church No. 440 is 
making sales records. 


The No. 440 is a molded seat with an exceptionally durable 
baked-on alkyd finish. The massive molded hinge is non- 
corrosive and virtually indestructible. 


Consumers want this kind of quality — and they prefer to 
buy a nationally known brand. See your wholesaler and 
order a selection. The Church No. 440 is available in white 
and a wide range of colors. C. F. Church Division, American- 
Standard, Holyoke, Mass. 


Church the best seat in the house... ° 


:) A MERICAN-Standard 
Amenican-Standard and Standard@® are trademarks of 


American Radiator & Standard Sanitary Corporation. C. F. CHURCH DIVISION 


Want more facts? Circle 117, p. 103 
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we favor the Madden Quality Stabilization Bill, H.R. 116 


A statement by Herbert Ellison Smith 
of the Photo Retailers’ Service Bureau, Publisher of “Photo-Fan” 


NDER the American system of competitive free 

U enterprise, true prices of manufactured goods 

are inexorably determined by cost of labor, raw materials and overhead. 

Conceivably a Congressional edict could reduce —fix and freeze —these 

three prime costs. BUT, that would entail socialistic price-and-wage 

controls at all levels of our economy. Such regimentation might please 

those to whom individual freedom and private property are anathema, 
but it would most certainly destroy the American way of life. 


The Quality Stabilization Bill, H. R. 
116, introduced by Congressman Ray 
Madden, gives the manufacturer the right 
to stabilize his resale prices, guaranteeing 
maintenance of the integrity of his trade- 
mark. If that right is denied, the vacuum is 
attacked by an irresponsible minority of 
retailers whose ignorance and/or greed 
manifests itself in savage price-cutting, 
causing retaliatory price wars based on 
spurious mark-ups and phony list prices. 

This makes “Main Street, U.S.A.” a 
veritable product-and-price jungle. The 
end result of these fang-and-claw tactics 
is already showing up in the alarming 
increase of bankruptcies in the D. & B. 
reports. 

The Senate’s Small Business Commit- 
tee recently reported that 1960 small busi- 
ness failures climbed to a 27-year high. 
A total of 15,445 firms closed their doors 
last year—one of our most prosperous. 
These statistics tell only part of the story. 
The House Small Business Committee in 
its December report, “STATUS OF 
SMALL BUSINESS IN RETAIL 
TRADE,” made this frightening state- 
ment: 


**Most small retailers discontinue busi- 
ness without going through bankruptcy. 
This explains why, of the 139,000 discon- 
tinuing business in 1959, only 6,873 showed 
up in the business failure statistics.” (If 
the same ratio held for 1960, it would mean 
that approximately 300,000 retailers dis- 
continued business in ‘prosperous’ 1960, 
yet only 15,445 showed up in the business 
failure statistics.) 


For example, a close look at the photo- 
graphic industry reveals that “price bait”’ 

















by the predatory minority cheats the con- 
sumer and robs the legitimate photo 
retailer who must give service on the 
hobby-leisure-luxury goods he sells. And 
the final result can be only disastrous to 
the ethical manufacturer who produces 
goods for the mass market, because he 
must cheapen his product to compete. 


In plain words, the manufacturer must 
engineer cuts in quality in order to sell 
down to a price. This isn’t a theory, it’s 
a brutal economic fact. Few realize that 
a 10% reduction in manufacturing cost 
can mean a 50% reduction in quality. 





This condition gyps the public, de- 
stroys the integrity of established trade- 
marks and reduces business to the status 
of chaotic oriental haggling. It is rapidly 
destroying the competitive free enter- 
prise system which made America the 
world’s No. | producer of goods and 
services and has given our people the 
highest standard of living the world has 
ever known. 














The integrity of trademarks long pro- 
tected the American people by insuring 
that they were getting merchandise of a 


known quality and full value for their 
money. 

Now in this blasé, hard-boiled world 
few people have the courage to act on 
morality or principle, or to equate their 
deeds with spiritual truth. Our competi- 
tive free enterprise system evolved from 
the Judeo-Christian concept of Private 
Property. This property includes trade- 
mark ownership. 

















Otherwise there is no incentive for busi- 
ness to produce a good product or to 
deliver a conscientious service to its cus- 
tomers. Without the profit incentive there 
is no reason for anyone to strive for excel- 
lence or maintain his “‘good name”’ trade- 
mark. 

Destroy private property, including 
trademark integrity, and our way of life 
would be swallowed up by the superstate 
envisaged in the Communist Manifesto 
of 1848. Then “Big Brother” would scrap 
the law of supply and demand; “control” 
the type and place of work, the type, 
quantity and quality of products per- 
missible in the ““consumer segment;”’ and 
total business would be a State monop- 
oly similar to that of Russia. 


A good start in revitalizing our com- 
petitive free enterprise system is the 
prompt enactment of legislation estab- 
lishing the manufacturer’s right to stabil- 
ize his products’ prices, and protecting 
his trademarks in the channels of dis- 
tribution. That is why we favor the 
Madden Quality Stabilization Bill, 
H. R. 116. 





HOW TO LET YOUR CONGRESSMAN KNOW 


Tear out this ad, fill out coupon and mail it today to 
Quality Brands Associates of America, Inc. 


1001 Grant Street, Gary 40, Indiana 


Please tell my Congressman that I very seriously favor the Madden Quality 
Stabilization Bill H. R. 116. I believe it will help the economy of our district in many 


ways. My Congressman’s name is 








MY FIRM IS 





LOCATED AT 
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| 
7 MY NAME IS 
| 
| 
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SHO WE Hardware Dealers featuring 
Sterling’s “UTI-LUXE” 


Showers will CLEAN UP! 
Just suggest the big advan- 


indoor St le _tage of a second shower for__| 
Y ——<<the basement, garage, or sum--——— 

mer home. You can expect a 

HEAVY SHOWER of profits! 


Sterling’s “UTI-LUXE”’ 

Shower is good-looking, well- 

made, and easy to install (in- 

structions are included). Free 

Counter Display with each 

—______Carton of six. Call your Job-_ 
ber today and stock up. 




















Send for Folder describing 
Sterling's “Diamonds-for-Dealers” 
Line of Hardware Plumbing Brass 



































FAUCET CO 


MORGANTOWN. 
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lexible plastic 

pipe made of 

Tenite Polyethy]- 

ene is helping con- 

tractors to install 

lawn sprinkling 

systems, ice skat- 

ing rink tubing, 

conduit for under- 

ground wiring, utility pipelines—scores of di- 
verse installations—quickly and at low cost. 

Tough, durable Tenite Polyethylene pro- 

duces pipe that is light in weight and easy to 

handle. The pipe is flexible; can be curved 

around obstructions with minimum need for 

angle fittings. It offers outstanding resistance 

to weathering, stress cracking, and electro- 

lytic attack; it's undamaged by freezing and 

corrosive soils. 


Tenite Polyethylene pipe-grade resins have been tested and approved 
by the National Sanitation Foundation for carrying drinking water. 
Pipe extruded from these resins has also passed and exceeded all 
tests specified in CS 197-60, a U. S. Government Standard for the 
over-all quality of polyethylene pipe. 


Want more facts? Circle 120, p. 103 
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The pipe manutacturer's 
BRAND NAME 


displayed in this space 








Tenite Polyethylene plastic is made by 
Eastman, one of the oldest producers of plas- 
tics materials. It is available, in pellet form, 
to extruders throughout the country who pro- 
duce the actual pipe. This pipe carries the 
“Tenite’ label on every coil. Look for it; it’s 
your customers’ assurance of quality material. 

We have prepared a folder explaining the 
features and durability of pipe made from 
Tenite Polyethylene and listing many of its 
current uses. For your free copy, write for 
“Some Questions and Answers about Poly- 
ethylene Pipe.’ Address: EASTMAN CHEMICAL 
Propucts, INnc., subsidiary of Eastman Kodak 
Company, KINnGsPporT, TENNESSEE. 


WEIN IT 


POLYETHYLENE 


an Eastman plastic 








SPARK UP FOR EXTRA 


WITH Job-Designed | 


§ CARRY A SPARE 
RUSTPROOFED 


, ET OT ay 
Bis. ea % Bi 


ALWAY 





SURE PERFORMANCE— 
SURE PROFIT! 


AC Marine Spark Plugs are job-designed 
to perform in all marine applications with 
the utmost possible efficiency. Sure-fire 
starting and extra-dependable over-all 

rformance have won the acclaim of 

ating enthusiasts everywhere. Positive 
rustproofing, exclusive nickel alloy elec- 
trodes and self-cleaning action have 
meant safer, more enjoyable boating for 
sportsmen all over America. There’s an 
AC Marine Spark Plug for every marine 
engine built, and the waterproofed AC 
Twin-Pac holds two of them in individual, 
tough plastic shells—so the boat owner 
will always have a factory-fresh spare on 
hand. Six million outboards make up a 
very attractive market. Be sure you get 
your share of it. 


“ 


The new AC Marine Spark Plug self-serve rack makes an 
eye-catching display that builds sales for you. It includes 


five popular spark plug types to help you cover 85% of the 
outboard market. Ask your AC supplier about SPM-85. 


PLACE YOUR ORDER THROUGH 
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SUMMERTIME SALES 


ACs MAKE € 
MOWING EASIER 
—SELLING, TOO! 


Let’s face it—there are no magic words 
that make mowing the lawn a labor of 
love. But the job must be done... . and 
the only proper way to do it is with a 
machine that’s tuned to near-perfection. 
That calls for AC Lawn Mower Spark 
Plugs—job-designed to deliver reliable 
starting and steady full-power perform- 
ance throughout the grass-growing season. 
Make no De cahe. hanno oui appre- 
ciate a spark plug that starts the machin- 
ery whirring at first crack. They'll be 
repeat buyers, and you’ll be counting extra 

rofits. They’re packed in protective plastic 
bubbles, too, so your customers can buy 
spares with complete assurance that they'll 
be factory-fresh when needed. Stock now 
and enjoy fresh profits all summer long. 


( qu EASIER STARTING 
wits «a naw 
ESIER EASUER STARTING a. 
does 


PLUGS 





TYPE LM 45 


a 
FASIER STARTING 


wily 2 NEW 
LAWN 
MOWER 
SPARK PLUG 


WITH WEW SPIN-ON GasxKeET 





























POWER LAWN M 
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TYPE LM 45 








A special self-serve AC Lawn Mower Spark Plug display 
rack is available to you, plus a sales banner and an 


informative reference booklet. Ask about AC Mer- 
chandising Package ST-103. 


YOUR REGULAR WHOLESALER TODAY: 
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NOW! A BRAND-NEW 90TH ANNIVERSARY MODEL 


Planet Jr. 


PLANETILLER’ /f monet 90-8 








Smart styling, advanced engineer- 
ing, appealing 2-tone color harmony 
put this 90th anniversary model 
Planetiller at the top of your list 
for both gardeners and outdoor 
enthusiasts. We have converted 90 
years’ experience in soil-working 
equipment.into an outstanding 


lawn-garden utility unit. 
Roller chain drive for 
maximum power out- 
put. 22-in. cut at an 
average depth of 8 in. 
(easily adjustable). 








“ee 


PLANET JR. PLANETILLER The profitable all-purpose 
CONVERTS TO PLANETRACTOR S UJ p FR- Tu FF i 


MODEL O 


Performs every lawn and garden job 
With optional extension tines, this 3 hp unit gives you a 32-in. cut. Other equip- with ease. Tills, cultivates, grades 
ment includes AEREATOR attachment and PICK-TYPE tines for stony soil. With and mows lawns. The essential 
Planetractor wheel assembly, converts to Planetractor to use different soil work- power unit for every suburban lot 
ing tools. and small estate. 














See your Planet Jr. Distributor or write us for details 


S.L. ALLEN &CO., INC. 


3417 North 5th Street e¢ Philadelphia 40, Pennsylvania 
Want more facts? Circle 121, p. 103 
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Proven! 


GERING GARDEN HOSE 
SALES CAN LEAP 100% 


<auet ORs REFUND o> 


< 
* Guaranteed by» 
Good Housekeeping 
Cor at 


AS AdveRTISED i 
ADVERTISED IN 


‘ 


MASS OR END DISPLAY that uses a minimum of floor space to attract, sell 
customers! (This display requires an area only 34” x 67”.) 


Display GERING GARDEN HOSE 
by these proven methods! 


What a whale of an increase! And reports from 
store managers prove it happens every time in 
city after city! With proper traffic-attracting 
Gering Garden Hose displays you push sales up 
as high as 100% (tests show an average of 
57% !). Both window and in-store displays are 
simple and easy to set up—take practically no 
time at all! Today plan volume-building Gar- 
den Department promotions around t: 2 hose 
brands that look great, sell great. Write for 
special folder on PROVEN DISPLAYS for 
Gering Garden Hose. 


WINDOW DISPLAYS catch the transients... remind the regulars! Here's a 
well-planned display that does both... and pulls them into your store! 


Visit Our N. Y. Showroom: 1150 Broadway, New York, N. Y. 


GERING 
—_—__ioer"EH 


division of STUDEBAKER-PACKARD CORP. 


COUNTER DISPLAYS put complete hose and sprinkler lines plus accessory Kenilworth, N. J. 
items within arm’s reach! (This display requires an area only 38” x 60”.) 
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NEW MERCHANDISING FIRST 
FROM Blacks Decker @iim 


FREE DISPLAYS 
te): an cele) ae 


V@ Black & Decker 
WA ESTLi ACCESSORIES 3 





Showcase your B&D Power Tools 


Put B&D tools to work selling themselves! Your customers have heard of them, 
wanted them, now let them see your complete line close-up on attractive, selling 
displays. One, two or three-unit floor displays can be yours free, when you purchase 
the fast-selling merchandise contents. 


Streater designed, NRHA approved 


Artistically designed, sturdily built, these Black & Decker display units are designed- 
to-sell by Streater and approved for your store by NRHA. Single floor units are 
77" high, 36” wide, 24” deep at the base. Accessories are plastic-bubble packed 
for easy mounting. 


Get your FREE B&D displays 


Black & Decker’s unprecedented free display offer is available now! Contact your 
Black & Decker Wholesaler-Salesman for full details. Or, write The Black & Decker 
Mfg. Co., Box L-041, Towson 4, Maryland. 


Hlack se Decker- 


BEST KNOWN TCOL BRAND IN THE LAND 
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romotion Line 


If you’re looking for a quality line of promo- 
tion priced garden shears, here it is! Guaran- 
teed performance, built-in service life, color 
styled, American made... and priced to fit 
any Spring or Summer promotion you're plan- 
ning. Ask your wholesaler for these Super 
Special Seymour Smith tools. 


GREE OELALLO IE? B65: SA at OO ens Paes ED ge 


No. 09 PRUNER ... suggested retail only $1.49 


A real value in a full 8” American made pruner. 
Anvil type for top performance. Ground, heat 
treated cutlery steel blade. Bright yellow baked weight, dual blade action grass shear. Fully 
enamel handles. One dozen in a counter display hardened blades. Bright yellow baked enamel 
box. handles match rest of these promotion tools. 


No. 07 GRASS SHEAR . . . suggested retail only 99c 


A perfect “profit” leader for Spring and Sum- 
mer promotions. This is a serviceable, light 


No. 34-9 HEDGE SHEAR . . . suggested retail only $3.95 No. 4-8 HEDGE SHEAR . . . suggested retail only $2.95 


This is a full 9” hedge shear that looks like a 
lot more money. Precision ground cutlery steel 
blades. Straight grain lacquered hardwood han- 
dles. Ferrules are bright yellow to match the 
other tools in this promotion line, Try this as 
a Spring kick-off number. 


How about a full size 8” promotion shear that 
will compare with most $3.95 hedge shears. 
Precision ground blades are notched for heavy 
cutting. Lacquered hardwood handles. This is a 
real value in hedge shears. 


SEYMOUR SMITH 


YVAP-LUL. sma 


No. 45S LOPPING SHEAR . . . suggested retail only $3.95 GARDEN 


Catch the do-it-yourself tree and heavy shrub 
pruner trade with this low priced, high per- 
formance lopper. Rugged steel cutting head 
with hook and blade action. Fully hardened 
blade and hook. Lacquered hardwood handles 
with yellow ferrules to match the other tools 
in this promotion line. Stock these this Spring 
for extra sales at down-to-chain store prices. 


TOOLS 


Send For Your Copy Of The 1961 SNAP-CUT Catalog 
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TWIN NAMES known to 
discriminating people as the leaders for 
style, comfort and durable fine 

quality .. . in casual living, indoors 

or out... Ames Aire CASUAL 
FURNITURE, Ames Maid KITCHEN 
AND JUVENILE FURNITURE 


(profitable FULL LINE sales leaders, too!) 
CASUAL FURNITURE e METAL HOUSEWARES 
GARDEN TOOLS e SHOVELS 


0. AMES CO. PARKERSBURG, WEST VIRGINIA 
Want more facts? Circle 125, p. 103 





PILFER-PROOF POINT-OF-SALE 
, x 7 q MERCHANDISE DISPLAY 
’ TOSHIBA 


Puts You In the 
eae Profitable 

FOR THE QUALITY CONSCIOUS Transistor Radio 
| Business 


This eye-attracting, traffic stopping Toshiba 
point-of-sale merchandise display is yours 
absolutely free with 9 best-seller assortment. 
Slim compact styling! Magnificent genuine 
Walnut sides. Pilfer-proof too! Plexi-glass 
front, and rear lock and key. Place this sales 
producing merchandise display on your 
counter and let it go to work for you. 














You get one free with every order of the 
following best-seller Toshiba assortment. 


MODEL 7TP30: 7 transistor miniature portable .... List 39.95 
MODEL 6TP385: 6 transistor with external 
telescoping antenna pee 
MODEL 6TP394: 6 transistor miniature portable. List 29.95 
MODEL 6TP309A: 6 transistor shirt-pocket 
portable ...... bist 29.95 
MODEL STM40: 9 transistor with microphone. 
that receives and broadcasts cee. bb$t $9.95 
MODEL 6TP-314A: 6 transistor shirt-pocket 
portable . scoeveeeeeeb$t 33.95 
: 7 a | MODEL 7TP303: 7 transistor shirt- pocket 
cay (ardent AAMre a ee portable .... List 39.95 
emanate ae ee MODEL 8TM294B: 8 transistor deluxe model. List 44.95 
MODEL 7TP352S: 7 transistor 2-band AM-short- 
wave, shirt-pocket portable . ...... bist 54.95 


All Complete with Batteries, Earphone 
and Leather Carrying Case 


Only Toshiba Has It! 


AC CONVERTERS 


TR A N Sl SI Le R R A D | O S$ Answers consumer demand .. . steps up unit 
of sale... increases profits. Designed to 

: fit into battery compartment of models 

fo Yr AL e Ou a lity ( ‘OnNSCcIOusS 8TM294B, 9TM40 and is standard equipment 


with speaker cabinet model 3WX of 3-way 
ensemble. 





Get In Touch with Your Toshiba Distributor and Arrange to Have this Powerful Sales Producing Merchandising Display Work for You 


TOSHIBA DISTRIBUTORS SERVING THE HARDWARE TRADE 


ACE HARDWARE HARPER MciINTIRE BELKNAP HARDWARE & MFG. CO. WEED-CO. ROSE KIMBALL, BAXTER 
Chicago, Illinois Ottumwa, lowa Louisville, Kentucky Buffalo, New York Elmira, New York 


COTTER & CO. KNAPP & SPENCER BLISH, MIZE & SILLMAN EDWARD K. TRYON CO. GEO. WORTHINGTON CO. 
Chicago, Illinois Sioux City, lowa Atkinson, Kansas Philadelphia, Pennsylvania Cleveland, Ohio 


DRAKE HARDWARE CO. CUTLER HARDWARE CO. ALBANY HARDWARE & IRON CO. WICHITA HARDWARE L. H. KURTZ CO. 


Burlington, lowa Waterloo, lowa Albany, New York Wichita Falls, Texas Des Moines, lowa 


Exclusive U.S. Representative for Toshiba Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 
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Milano design in DESERT GOLD 


Refreshingly new, these heavy-base tumblers and 
refreshment sets are inspired by handmade Italian 
imports that sell at far higher prices. The wavy, 
uneven texture reflects gleaming highlights, and 
permits a firm grip on the glass, so it won’t slip. The 
heavy-base feature gives “balance” and a quality 
“feel” to the tumblers. / 

In Desert Gold, Milano radiates sunny high- 
lights through mellow amber, a warm soft golden 
color of irresistible beauty. 


Crystal Ice has the brilliant sparkle of ice-coated 
trees on a sunny morning. Filled with a chilled 
beverage and tinkling ice cubes, it creates a re- 
freshing frosty effect. 


Both are available in open stock in all popular 


sizes and in four sets priced for volume producing 
sales. Milano Tumblers are perfect for entertaining, 
for family use or gifts. They have the appearance 
of expensive imported tumblers but are priced for 
mass-market appeal. See your wholesale distributor, 
or write, wire or phone. 


ANCHOR HOCKING GLASS CORPORATION 
Lancaster, Ohio 


Now...more than ever... 


ANCHORGLASS 


makes you money...makes you friends 





: 
4 
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PAL ICE 


Crystal Ice Milano Tumblers 


Doz. Lbs. Approx. 

item Ctn. Ctn. Retail 
Tumbler 23 $.15 
Iced Tea 26 19 
Double Old Fashioned 25 19 
Juice is aes 
Tumbler 22 15 
Old Fashioned 16 15 
Ice Lip Pitcher ° 2 20 19 
9 Pc. Set 4Sets 32 2.80 
24 Pc. Set 1Set 13 4.00 
25 Pc. Set 1Set 17 4.80 
24 Pc. Set 1Set 16 4.60 


Refreshment Sets in Crystal Ice 


CR 
and sparkling \il\ 


Desert Gold Heavy-Base Milano Tumblers 


Doz. Lbs. Approx. 

item Ctn. Ctn. Retail No. Oz. 
Double Old Fashioned 3 25 $.25 4012 12 
Old Fashioned 16 19 4015 15 
Juice 13 15 4014 14 
Tumbler 22 19 4005 5 
Tumbler 23 19 4010 10 
Iced Tea 26 25 4007 7 
Ice Lip Pitcher 2 20 .98 4087 3 qt. 
9 Pc. Set 4Sets 32 3.00 4000/41 
24 Pc. Set 1Set 13 5.00 4000/45 
25 Pc. Set 1Set 1/7 6.00 4000/46 
24 Pc. Set 1Set 16 5.80 4000/47 


Refreshment Sets in Desert Gold 


No. Oz. 
M4014 14 
M4007 

M4005 

M4010 

M4012 

M4015 

M4087 
M4000/ 40 
M4000/42 
M4000/43 
M4000/44 


M4000/40—9 Pc. Set 

Eight M4012—12 oz. Tumblers 
One M4087—3 at. Pitcher 
M4000 /42—24 Pc. Set 

Eight M4005—5 oz. Juice 
Eight M4012—12 oz. Tumblers 
Eight M4015—15 oz. iced Teas 


M4000/43—25 Pc. Set 
Eight M4005—5 oz. Juice 


Eight M4012—12 oz. Tumblers 
Eight M4015—15 oz. iced Teas 
One M4087—3 at. Pitcher 


M4000 /44—24 Pc. Set 

Eight M4012—12 oz. Tumblers 

Eight M4014—14 oz.Double 
Old Fashioneds 

Eight M4015—15 oz. iced Teas 

(Each Set in Shipping Carton) 


4000/41—9 Pc. Set 

Eight 4012—12 oz. Tumblers 
One 4087-3 at. Pitcher 

4000 /45—24 Pc. Set 

Eight 4005—5 oz. Juice 
Eight 4012—12 oz. Tumblers 
Eight 4015—15 oz. iced Teas 


4000 /46—25 Pc. Set 
Eight 4005—5 oz. Juice 


Eight 4012—12 oz. Tumblers 
Eight 4015—15 oz. Iced Teas 
One 4087-3 at. Pitcher 


4000 /47—24 Pc. Set 
Eight 4012—12 oz. Tumblers 
Eight 4014—14 oz. Double 

Old Fashioneds 
Eight 4015—15 oz. iced Teas 
(Each Set in Shipping Carton) 





Traffic Stoppers ... Profit Makers! 


/ 

Loma's new HOUSEWARE ENSEMBLE and FREE Loewe’ #903 Houseware Ensemble contains the following all in one carton 
MERCHANDISING DISPLAY gives you a complete Each item on National Retail Hardware basic list. 

housewares department in a compact space. Volume 3 es. #894 15-Qt. Dish Pans Red, White and Yellow 


ec. #432 Master Size Collanders White and Yellow 
ea. #823 Giant Baskets White and Sandalwood 
ea. L-129 Cutlery Trays Yellow, Pink and Turquoise 


impulse-purchases of ten proven sellers means fast 2 
2 
3 
3 ea. L-134 Vegetable Bins Copper 
2 
2 
1 
1 
3 


turnover and PROFIT. They stop... they see... they 

BUY baskets and housewares of beauty by LOMA. 

ea. #764 Charmer Baskets White and Sandalwood 

ec. #763 Oval Baskets Copper and Sandatwood 

ea. #844 7-Gal. Trash Can Turquoise 

ea. #847 10-Gal. Trash Can Copper 

FT, ea. #838 Laundry Baskets Red, Yellow and Turquoise 
ashion Corofted, ee ee eee TOTAL RETAIL ONLY $46.63 WITH REGULAR DISCOUNT AND 

FREE MERCHANDISING DISPLAY. 


LOMA INDUSTRIES 


3000 WEST PAFFORD 
FORT WORTH. TEXAS 
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BLISTER PACKED FOR FIRST TIME ANYWHERE 
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SECURITY 





Security Storm Lock and Hardware Corp. 


1515 Hart Place 
Brooklyn 24, New York 


World’s Largest Manufacturer of Storm and Screen Door Hardware 





BIG PRO 


FITS 
FROM A STEADY 


DEMAND... 


Dealers can seize immediate advantage of the great profit 
potential in the large market for storm and screen door 
hardware replacement units. 


Security Storm Lock & Hardware Corp. has ready compact, 
blister-type packages of the most-needed units ... door 
closers, door catch striker plates, knob locks, key 
latches. Especially designed for'sélf-service departments 
and rapid turnover...eye-catching and easy to handle 
... for the do-it-yourself customer looking for a Brand 
Name and dependable quality, for the homestyle Interior 
Decorator who wants to beautify her home with accesso- 
ries of modern design, and for the Impulse Buyer who 
knows a good thing when we seec it. Each of these color- 
ful, attractive packages contains necessary installation 
instructions. : 


Cash in on this tremendously profitable line now! Security 
can supply all you need. Also available is a complete 
assortment of other models... locksets, closers, knobs, 
door chains. Ask for one of our representatives to call, 
or write for our descriptive catalog. 














= WU) 
SLEEPY 
SUMMER 


a. 
i A 


























Kill, 
Prevent Minde™ 


End Musty 000% 


ODORLESS 
MILDEW 
SPRAY 


G. N. COUGHLAN CO., West Orange, N.J. Mfr. of Nationally Advertised Mr. Slick Silicone Lubricant, Chimney Sweep Soot Destroyer, Oven-Aid Oven Cleaner, Easy-Aid Silver Cleaner. 
Want more facts? Circle 130, p. 103 
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Another record-breaker coming up... 


JULY in CHICAGO 


The most important mid-year housewares 
sare in mine ery s history — 


=» 


ry = with 


35" NHMA 


National Housewares Exhibit 


JULY 10-14, 1961 
McCormick Place, Chicago 








Serving the housewares industry since 1938 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


‘Giatet-la-l-la-b) 1+ Mal, Mhlol ae lake 


1130 Merchandise Mart + Chicago 54, Illinois 


Want more facts? Circle 131, p. 103 
HARDWARE AGE, April 20, 1961 © 41 





Know your product ...and close more sales! 


TOASTMASTER 
zee? = STAINLESS STEEL 
-- ERY P 


Wonderfully easy to clean. Gleaming stain- 
less steel finish stays new-looking .. . 
never pits or corrodes. Full family size— 
95-oz. capacity. 


In stainless steel $9 y he 5* 
model 8C1 
in Aluminum model 8Di. $1495 ° 


Removable heat control . 
model 12A1 $795 


Stainless steel cover 


Aluminum cover 
serena tcc ced EARS 








EVEN-COOKING f= 
ALUMINUM 
BOTTOM 





REMOVABLE. 





MR. RETAILER 
GET THE COMPLETE 
“INSIDE STORY”’ 
on this TOASTMASTER Fry Pan 


Just drop a postcard to Advertising Dept. 
Toastmaster Division. McGraw-Edison 
Company, Dept. 34, Elgin, Illinois, and 
ask for the Toastmaster Sales Training 
Kit. We’ll also send you information on 
how you can get a Toastmaster Stain- 
less Steel Fry Pan for your own home. 
Write today! Don’t miss this offer! 











HEATING } 
ELEMENT 








SLOT-LOCKED 
SAFETY FEET 








PROBE 
CONTROL 





FIRST OF ITS KIND! SQUARE-SHAPED CON- 
TROLLED-HEAT FRY PAN, MADE OF GLEAM- 
ING, EASY-TO-CLEAN STAINLESS STEEL FUSED 
FOREVER TO EVEN-COOKING ALUMINUM | 


© EXTRA-LONG "52-X"" HEATING ELEMENT spreads 
et ey a ee Pa, at apts. 
No cold spots. 
© SLOT-LOCKED SAFETY FEET scientifically 
so they can never twist or turn. | 


° REMOVABLE PROBE HEAT CONTROL enables a i 
pan to be completely immersed in water for fast, 
easy, thorough cleaning. 


ALUMINUM BOTTOM FUSED with stainless steel 
under 2,500 tons of pressure. The molecules of 
metal intermingle! Bottom can never separate fror 
stainless steel shell. 


ot 690 
= \(f\t "ns 
Ht | 


¥ (|) Our famous hallmark .. 
2/As symbol of outstanding quality 


4s Tua?” 


TOASTMASTER’ 


*“*TOASTMASTER” is a registered trademark of McGraw-Edison Company, 
Elgin, Ill. and Oakville, Ont. © 1961 


TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 
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OLLOBRE 
THE LONE 
*A LOVE $¥ 


FOR THAT NEAT, WELL-GROOMED LOOK 
Works like a charm and So easy to use 
Long. luxurious brass bristles remove 
lint in a flash. give Map a new look 
Handles in pink. white or turquoise 
You'll find it on this Card in super. 
markets and drug, variety and house 
wares stores everywhere Suggestion 
Buy a spare for yOur Car or upholstery 


EMPIRE 





Sixteen million Good Housekeeping readers will stop 
and look at this ad in the June issue. And a mighty 
number are going out to buy this better -than- ever 
Empire Lint Brush. Bright new handle in pink. white 
or turquoise. Bubble-packed on a handsome card with 
hang-up hole. Feature it in your store......$1.00 retail 
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Now “stand-up” storage has been 


designed into the slimmest, pretti- 
est bath scale you can buy. It’ 

only 1%" high—a precise instru- 
ment of exquisite beauty with mag- 
nifying cit: | Memeo LU T- Ibo elUleelel-i-mat-lar 
dle .. . your. choice of 6 decorator 


ore) rol a-m-lim aidamirclac-ialalem-iinleler-t-i-16 





gold-finish trim. 


Health-O-Meter Model 57 


The BIG news in bath scales is the sensational “pick it up 
stand it up" feature of all Health-O-Meter models! Yes, a// three 


are ‘‘stand up” bath scales ...and there’s no increase in price 
for this fast-selling feature! 


a Model 57 (above) Health-O-Meter’s finest. Vinyl mat, 300-lb. capacity, 6 
Health-O-Meter Model 47 decorator colors. Retail price: $10.95 


Model 47 (top left) Same features as Model 57, with 2-tone vinyl mat. 300- 
lb. capacity. Retail price: $8.95 


Model 37 (bottom left) Top quality at budget price. Low silhouette, large 
platform, 300-ib. capacity. Retail price: $6.95 


Prices slightly higher far West 


en 


HEALTH-O-METER 


“on ew DD 
Health-O-Meter Model 37 ©" Guaranteed by ” 


\ America’s weight watcher since 1919 
oe Housekeeping 


a 
45 apveatsto 1 


CONTINENTAL SCALE CORP. + 5701S. Claremont Ave., Chicago 36, Illinois 


Want more facts? Circle 134, p. 103 
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New 6-cup Whistling Tea Kettle (#1121) 


$ 45° 


The RIGHT SIZE for today’s popular instant 
drinks .. . The RIGHT DESIGN .. . push- ; 
button spout, cool bakelite handle, stainless — « AS 
steel with fast-heating copper on the bottom. ed 4 
The RIGHT PRICE for big volume in a top 


¢ 
quality Revere Ware utensil. 4 . a on 4 : 
*manufacturer’s suggested retail price 4 ; ’ eo. BS uf * 


SOLID COPPER BOTTOM, 
STAINLESS STEEL SOLID COPPER 


#882—2 qt. #883—3 qt. ct #2901—2' at. 


_.-and REVERE WARE | «¢ 
Tea Kettles 
mean “instant” sales! 


What better way to make coffee, cocoa, iced tea 
and all the wonderful instant preparations than 
these fine, fast-boiling Revere Ware Tea Kettles! 

What better way to make extra profits than to 








#2250 2 qt. 


Penthouse Whistler #2220—2 at. 


a8, ...9% at. promote these top-quality Revere Ware values — 

Whistler on your counters, in your windows, in your cae: 
advertisements . . . and in mailings to your 
customers! See your Revere Ware representative 
for stock to meet demand. Or write Revere 
Copper and Brass, Incorporated, Box 111, Rome, 
New York. 


/3501-C—3 qf. REVERE WARE... 
bse the world’s finest cooking utensils 


Want more facts? Circle 135, p. 103 
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MINUTE! 








NEW ES-160 EYE SAVING ASSORTMENT. 
Quick as a wink it converts from a sturdy shipping 
carton to an eye-catching, sales-building display. 
Set one up, or several for mass displays, in any 
high traffic area for immediate bonus sales. Fac- 
tory packed assortment provides 40 each of the 
fastest-moving wattages—40, 60, 75, and 100 
watts. Bold new two-bulb package design identi- 
fies the New Shape Eye Saving Line. New color 
coding quickly identifies the wattage. 


IN 60 SECONDS — YOURE SET UP TO SELL 
THE COUNTRYS FASTEST SELLING BULB 


The ES-160 brings you the country’s fastest sell- 
ing light bulb. Sales figures of leading retailers 
coast-to-coast prove New Shape Eye Saving Bulbs 
outsell old-style bulbs by more than two to one. 
Every sale brings you a premium profit—an extra 
16%! Get your share of profits from this best 
seller. Order the ES-160 from your authorized 
Westinghouse Lamp Agent or nearest Westing- 
house Lamp Division Sales Office—today! You can 
be sure... if it’s Westinghouse. 


The Westinghouse Lamp Lighter 
demonstrates New “g > ulbs 
ee Westinghouse Playhouse, 


Westinghouse 


Westinghouse Lamp Division, westingnouse Electric Corporation. Bloomfield 2. N.). 
Want more facts? Circle 136, p. 103 
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mower 


quality! 


Sell PENNSYLVANIA 
the recognized quality line 
with customer confidence 
and no come backs! 


Poor quality mowers have had it! Your customers 
are fed up with faulty engineering, sometime- 
or-never service and under par performance. Now 
is the time to take on the quality mower line 
ae, meee, : — Pennsylvania. Pennsylvania has been making 

quae ADDITIONAL mowers for over 80 years — making ‘em the qual- 

SALES IMPACT ity leader all the way! 
FOR PENNSYLVANIA Join the team of successful Pennsylvania dealers. 
Forget service problems . . . get larger volume 
sales . . . extra profits . . . and positive customer 
satisfaction! And . . . Pennsylvania gives you 
more selling time because it is the only mower 
PLUS .. . National Network Television completely assembled in the shipping carton, 
during March, April & May ready for your customer. 

ABC-TV — “Number Please” Pennsylvania Mowers are pre-sold with a full-scale 


NBC-TV— “Say When” national magazine advertising campaign and traf- 
fic-building merchandising aids. 





Pennsylvania Mowers are featured in 
Alcoa’s “Leisure Living” national adver- 
tising and promotion... 














‘sso Pennsylvania Power Mower 


AMERICAN CHAIN & CABLE COMPANY, INC., STEVENS LANE, EXETER, PA. EXECUTIVE OFFICES: BRIDGEPORT 2, CONN 
EXPORT DEPT.: 230 PARK AVE., N. Y. 17, N. Y. CANADIAN SALES AGENTS: JOHN A. HUSTON CO., LTD., TORONTO 10, ONT., CANADA 


Want more facts? Circle 137, p. 103 
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THIS YEAR YOUR CUSTOMER GETS A 


6-FOOT CLIMBING STRAWBERRY 
FOR EVERY ANTROL PRODUCT HE BUYS! 


MAIL THIS ANTROL COUPON NOW AND CASH IN 


PSSSNOS8 S988 SSS SSS Se a2 Cee a SS SaaS Ss 


ANTROL, Garden Products Division, oe Midway 
22 East 40th Street, New York 16, N.Y 


SHOW ME HOW TO MAKE YOUR BIG PROMOTION PAY OFF! 
C) Send me complete display material package. 


() Send me book of coupons to give my customers who buy 
Antrol products 


(J I haven’t placed my Antrol order yet. Please have my 


jobber call. 


My jobber’s name. 





Address 








City 





MY NAME 











ADDRESS 








CITY ZONE ___._ STATE 





SENSATIONAL CLIMBING STRAWBERRY PREMIUM MAKES CONSUMERS BUY 
ANTROL...EXPLOSIVE, NO-WASTE ADVERTISING TELLS ’EM YOU'VE GOT IT! 


This year, Antrol launches a 
powerful national program that 
explodes right in your own back- 
yard where you can see the re- 
sults by the sales you make! 

897 Ads... 189 in blazing, sell- 
ing color spearheaded by Puck, 
the Comic Weekly. Hard-hitting 
major ads in Sunday garden sec- 
tions all over the country... na- 
tional magazines...radio& TV! 

Here’s Why Your Customers 
Will Buy Antrol This Year! 

Only Antrol has the most sen- 
sational consumer premium offer 
that ever hit the garden field: 
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The startling imported Mt. Ever- 
est Climbing Strawberry that 
grows to 6 feet! Last year, these 
strawberries sold by the thou- 
sands! A $2.50 value — your cus- 
tomer gets it for just $1.00 when 
he buys any Antrol product. No 
gardener can resist a premium 
offer like this. And the ads tell 
him all about it! 

it’s So Simple To Make A Bundle 

All Season Long! 

You don’t have to stock any 
strawberries. We ship them out! 
To take advantage of this offer, 
your customer must buy an 
Want more facts? Circle 138, p. 103 


Antrol product. When he does, 
you give him a certificate that he 
mails to us with $1.00. 
WHERE DO YOU GET THE 
CERTIFICATES? Simple. Mail 
the coupon above and we send 
them to you along with stream- 
ers, banners, shelf talkers, a floor 
display — everything you need 
to create an exciting selling dis- 
play in just 5 minutes... and 
cash in big all season long! Fill 
out and mail the coupon now! 


GARDEN PRODUCTS 
BOYLE-MIDWAY 
22 EAST 40th STREET 
NEW YORK 16, N. Y. 
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ADVISE 
AND 
PONSENT 


A NOVEL OF 
WASHINGTON 
POLITICS 


x Whisk Broo! n 


HOME - OFFICE - SHOP - CAR 
STRONG @ FLEXIBLE ®@ DURABLE 


+ FREDERICK MARYLAND, v.$ 


DOUBLEDAY 





YOUR BEST SELLER IN HOUSEHOLD BRUSHES 


Every person who comes into your store can use sev- 
eral. Oxco’s Red Breast Whisk appeals to homeowners, MADE OF GENUINE OXCO PALMETTO 
car owners, office workers, travelers. This all-American material, often called nature’s 
Sales records prove that when the Red Breast is dis- toughest brush fibre, is specially treated for flexi- 
played where it can be seen, its eye-catching metallic bility to give top performance and long life. Cus- 
paper shield starts the impulse that creates the sale. tomer satisfaction is assured. 

And—you get full markup on this high turnover item. 














Value is there too! The Red Breast has always been 
built to highest standards . . . quality materials and 
workmanship. Your customers get tops in value. THE LINE THAT 


Your Oxco Jobber will be happy to take your order for vere M O V E S 


a supply of these fast-moving whisks. 
OX FIBRE BRUSH COMPANY, INC. 
Frederick L:é4shed /ff¢ Maryland 
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“Sale of 10,000 Gates Belts 
helped build our bank account?” 


say Robert Miller and John McCamish, Partners ¢ f Wil # | : 
M & M Hardware La Habra, California | , 


) ~ 











“We’ve been partners here for twelve years, and we’ve handled Gates | 2 5 00 
Belts ever since we started. We’re averaging about 80 sales of Gates Belts a_ | 

month now—and over the years, we figure we’ve sold close to ten thousand! 
That’s a lot of belts—and a big addition to our bank account! 


“Everyone who comes into our store knows we’ve got Gates Belts, 
because we give them top display. They know we’ve got a complete selec- 
tion of sizes, too, because of the way the Gates Belt Rack spreads them 
out in full view. Those two facts account for a lot of our sales. 


“Gates Sales Aids help us build belt sales too—the banners, 
displays, and the Gates V-Belt Replacement Guide. We know we can 
always give a customer just the right belt for his needs. This has 
built our confidence in the line, has built our customers’ confidence 
in us—and has helped make Gates Belts one of our best profit 
makers!” 


“Go” Gates to Build Your Bank Account... 
call Your Wholesaler TODAY! 


Your nearby Gates Wholesaler will send a factory-trained 
Gates Representative to install belt racks, supply you with a com- 
plete set of Gates store-tested sales aids. Call your Wholesaler 
today. Let him show you how you can put your entire belt stock in 
shape for maximum profits—without loss of one penny on any of 
your present stock! 







The Gates Rubber Company, Denver, Colorado 
World’s Largest Maker of V-Belts 
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Other Gates Hardware Products: Garden Hose - Door Mats - Underground Sprinklers - Steel Pulleys » Washing Machine Hose 
Want more facts? Circle 140, p. 103 
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BERETTA delivers the ; 
winning sales combination 


for 1961... 


J 
7 Pbg] of seit 


Flighest Quality and Greater Advertising 


Combine Beretta’s 280 year reputation for quality craftsmanship to Beretta’s 
full line, with a stepped-up, more powerful advertising program, and you come 
up with an unbeatable combination! This is the year you'll make more Beretta 
sales, realize more Beretta profits. Plan now for your big year with Beretta. 


Ki eldeStreail 


The biggest national advertising pro- 
gram in Beretta History. Big space ads 
month after month in leading outdoor 
publications. 


Silver Snipe 


Silver Hawk 


25 Cal. 
Panther 


Panther Blue ...... conked$t: $32.00 
Panther Blue with Pearl Grips ORES 
Panther Chrome ....... : 

Panther Chrome w / Pearl Grips 

Panther Chrome Engraved 

Panther Chrome Eng. w/Pearl Grips 


Jetfire 


Jetfire Blue ... 


BERETTA FEATHERWEIGHT SHOTGUNS 


22 Cal. Short 
Minx M2 and M4 


Minx M2 (2” BbL.) Blue ... 
Minx M2 Ch 

Minx M2 Chrome Engraved 
Minx M4 (4” Bbl.) Blue 
Minx M4 Chrome 
Minx M4 Chrome Engraved 


eae List: $32. 3178 





ast Sa List: $44.95 
51.00 


Puma Chrome with Pearl Grips 
Puma Chrome Engraved 
Puma Chrome Eng. w/ Pearl Grips 








Silver Snipe Over & Under 
Silver Snipe Vent Rib Over & Under 
Gold Snipe Vent Rib, Auto Ejectors ................ 


Gold Lark Gas Auto, Ventilated Rib, 12 Ga................... .. List 


Gold Pigeon Pump, Vent Rib, Fine Engraving, 12 Ga.......... | 


Silver Hawk Magnum Dbi. Bbl. 12/32” & 20/28” Single Trigger 


Silver Hawk Magnum Dbl. Bbl. 10 Ga. 32” Double Trigger....... List: 
Silver Hawk Magnum Dbl. Bbl. 10 Ga. 32” Single Trigger List: 


Companion Folding Single Bbl., 12, 16, 20, 28 and 410 Ga........... List: 


List: 12 Ga. $174.75 20 Ga. 
12 Ga. $209.75 20 Ga. 
12 Ga. $263.75 20 Ga. 


Silver Lark Gas Auto, 30, 28 or 26” Barrels, 12 Ga......................... List: 


$183.50 
$218.50 
$278.75 


$139.75 


: $176.25 
Silver Pigeon Pump, 32, 30, 28 or 26” Barrels, 12 Ga...... List: 


$ 91.25 


: $139.75 
Ruby Pigeon Pump, Vent Rib, Rich Engraving, 12 Ga................. List: 


Silver Hawk Dbl. Bbl. (30, 28 or 26”) Dbl. Le wy 12, 16 & 20 Ga. 
Silver Hawk Dbl. Barrel, Single Trigger, 12, 16 & 2 0 Ga. .. List: 


Silver Hawk Magnum Dbl. Bbl. 12 Ga. 32” Dbl. Trigger................ List: 


$274.75 


$167.75 
$179.75 


$187.75 
$199.75 
$249.75 
$267.25 


$ 41.95 


Jaguar Plinker Blue (3-1 /2” ~~ well List: = 50 
Jaguar Plinker Blue (6” Barrel) . 95 


Other Beretta 

Automatic Pistols 

Available: 

Cougar .380 Cal. Beretta Automatic, Blue 


Brigadier 9mm Beretta Automatic, Blue 
Olimpionico 22 L.R. or 22 Short Target, Blue 





DEALER: ORDER FROM YOUR JOBBER 


For catalogs and complete information on all Beretta Shotguns, Rifles and Pistols, write: Dept. HA-4 


U. S. Representative: J. L. GALEF & SON, INC. 85 chambers st., N.Y. 7,N. Y. 


Want more facts? Circle 141, p. 103 


HARDWARE AGE, April 20, 1961 © 51 








ee 
tle, 5 a EB AI 


Want more facts? Circle 142, 


52 © HARDWARE AGE, April 20, 1961 








speeds up our operation” 


says Harry S. Burson, Owner 


Bay Hardware, Bay Village, Ohio 


‘Selling, today, demands quick, efficient serv- 
ice. That’s why I like L-O-F Window Glass. 
Its easy cutting speeds up our operation. My 
veteran employes—even our recently hired, 
part-time high-school boy—can cut all sizes 


quickly, without expensive waste. 


‘‘Another reason I like L-O-F Window Glass,” 
says Harry Burson, “‘is because of my L°O-F 
Glass Distributor. He always gives me prompt, 
efficient service. And he supplies me with 
L-O-F Sales Aids which help me merchan- 
dise my glass department.”’ 


SELLING AIDS FOR 1961 SPRING SELLING SEASON 


Order from your L-O-F Glass Distributor (listed under ‘‘Glass”’ in the Yellow Pages). 


WG-54 Window glass-rack sign of 
lightweight aluminum. Bright red, 
blue and white. Size 24” x 6”. 


WG-24 Decalcomania (red, white 
and blue) for store window or door. 
Size 10” x 5%”. 


WG-2 Press-sure-seal® envelope for 
small items such as glazing points, 
etc., sold across the counter. 5” x 3”’. 


WG-20B Booklet on selling window 
glass; ways to stock and merchan- 
dise it; glass-rack designs. 16 pages. 


WG-23 Do-it-yourself stuffer tells 
customers how to replace window 
glass. Attractive. Two colors. 


WG-3 New acetate sign, 20’ x 24”. 
Kleenstik®, top and bottom, for easy 
application on window or door. 


Ss 
xe} LIBBEY-OWENS-FORD WINDOW GLASS 


GLASS 


The glass that cuts easier, snaps clean 


TOLEDO !, OHIO 
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WRIGHT-BERNET 72s BRUSHES 


ales every cleaning iesalt 


It's the RIGHT brush if .... 
It's a WRIGHT-BERNET brush. 


No. 24 PROFIT-PAK 
Floor Brush Display 
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No. 1750 PROFIT-PAK 
Household Brush Display 


You can be sure of a 
Profit-Packed turnover 
with the PROFIT-PAK displays 














WRIGHT-BERNET, INC. DON'T FORGET — 
1524 Bender Ave., HAMILTON, OHIO IH it's Brushes ! -"‘Wright-Bernet”’ 
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2-Speed Drill—29.95 


Solder Guns—5.95 to 15.95 Sanders—13.95 to 19.95 Sabre Saw— 26.95 





. ? 
| GRIN ALL OVER () | 1 p () | 
AT WEN’S TERRIFIC 2 
PROMOTIONAL SUPPORT 
At new profits, new volume, new interest from your customers. 
Remember... 1 American home in 5 has recently received WEN’s 
literature. Almost 4 million WEN tools are already in use. WEN’s 
famous highway signs yield over half-a-billion impressions yearly. 


Your customers know about WEN! They want WEN! Hurry! Call your 
WEN Representative right away. Every day lost is a sale lost. 


PRODUCTS, INC. 


5810 Northwest Highway e« Chicago 31, Illinois 
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ECLIPSE 


THE TOP PERFORMER 


CLIPSE 


2.ON 
TILLER DIVISION — EVANSVILLE, INDIANA 
MOWER DIVISION — PROPHETSTOWN, ILLINOIS 


Want more facts? Circle 145, p. 103 
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Lloyd Hahn, president of Hahn, 
Inc., welcomes Roger L. Kerkering, 
sales manager of The Eclipse Lawn 
Mower Co., as the new Hahne 
Eclipse Co. is formed. 


One Solid, Aggressive Firm with a 
Full Line of Lawn and Garden Power 
Equipment to Boost Your Profits 


The highly regarded 6l-year-old reputation of Eclipse and the 
respected vigorous engineering and marketing abilities of Hahn 
join to give you an unbeatable profit combination. This plus a full 
line of rotary tillers, reel-type and rotary mowers, riding mowers, 
and chain saws. Now they’re all yours as a Hahn-Eclipse dealer. If 
you are presently either a Hahn or an Eclipse dealer, you automat- 
ically are eligible for the increased profits of the complete Hahn- 
Eclipse line. If you are not, it will pay you to investigate. Write 
today for details. 


HAHN-ECLIPSE CO. 
TILLER DIVISION — EVANSVILLE, INDIANA 
MOWER DIVISION —PROPHETSTOWN, ILLINOIS 
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GRIN AND BEAR IT” 


OF 


LICHTY — 


America, 


— 


EVERYTHING HINGES ON IT!" 


gent send valuable 


“Comrade A 
Industrial Secret 


¥. 5 








7 4, Me. 


C. Hager & Sons Hinge Mfg. Co. + St. Loui 


Hager Hinge Canada Limited + Kitchener, Ontar 


Canada, 


inge Swings on 100 Years of Experi 


Founded 1849 — Every Hager 
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no doubt about it makes everybody happy! 
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.. Wholesaler... Hanson, too! 


CUSTOMERS LIKE Hanson’s top quality and low 
prices backed with the guarantee of complete satis- 
faction. 


DEALERS LIKE Hanson’s self-selling merchandising 
aids, minimum investment, plus the I-o-n-g profit 
margin Hanson provides. 


WHOLESALERS LIKE Hanson because it is the only 
line that has everything—quality—price—selection— 
modern merchandising techniques. 


HANSON LIKES the tremendous demands of cus- 
tomers, dealers, and wholesalers that are keeping 
production at a peak. 


NO DOUBT ABOUT IT, when you make Hanson your 
No. 1 line, you really join A BIG HAPPY FAMILY. 


Franson No. 157 Self-Seller DRILL DISPLAY—Sells drills 


fastest because it displays drills best. Requires only 

\ —_ Self-Seller 14” x 14" counter space. Fractional sizes. No. 342 

™. TAP AND DIE for wire gauge sizes. Nos. 157W and 342W have 
> DISPLAY wall-type cabinets. 


WW no. 196 Selt-Seller TAP AND DIE DISPLAY 
Handsome cabinet stocks and displays all popular 
sizes of Taps, Dies, Screw Extractors and Wrenches 
in 18” x 13” counter space. By far America’s most 
popular Tap & Die Self-Seller. 


Contact your Hanson wholesaler or write to 
HENRY L. HANSON COMPANY 
25 Union Street, Worcester 8, Mass. 


Quality Tools At Popular Prices For Over Half A Century 
Want more facts? Circle 147, p. 103 
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NEW SUBMERSIBLE SUMP PUMPS 
All new, all enclosed design, with Water 
Level Switch Control. Portable. No floats! 
Pumps 3100 GPH. SPMA approved. 


ALL-NEW SUBMERSIBLES 
Supreme engineering achievement! Advanced Polypropy- 
lene and stainless steel stages with exclusive miracle 
Tefion U-Cup seal—most efficient ever! Capacities to 
1295 GPH. 


Zz 


NEW SABRE-JET DELUXE 
Highest-styled, top-performing convert- 
ible jet water systems. Self-priming 
with all deluxe features. You’d expect 
to pay more for this Water Wizard, but 
it’s priced right! To 2700 GPH., 


NEW ECONOVERT II SERIES 


Advanced “‘compact design’’ convert- 
ible jet water systems. Self-priming. 
Top economy leaders, model for model, 
years ahead of other nationally adver- 
tised water systems. To 720 GPH. 


The Dependable Line of Modern Design 


Want more facts? Circle 148, p. 103 





ENGINEERED 


Water Wizards ti 


Never so new, never so many! 1961 Barnes 
Water Wizard pumps and water systems bring 
a world of new ideas to residential and com- 
mercial water supply: creative engineering for 
champion performance, design imagination in 
handsome decorator styling, automated fabri- 
cation to assure uniformity of production and 
miracle materials to help products work 
stronger, last longer. Get more advanced fea- 
tures, full price range and greater number of 
models in the new Barnes Water Wizard line! 


Here are just a few of the new Barnes products: 


e New jet line of deluxe and economy water 
systems—self-priming at all depths, completely 
packaged and all with trend-setting styling and 
hydraulic features. 13 models. 

New submersible water systems—2 and 3-wire 
models, 19 models in all. Capacities to 1295 
GPH, depths to 1050 feet. 

New sump pump line—4 pedestal and 2 sub- 
mersible models. Revolutionary unitized design 


makes motor and pump body one integral unit. | 


Fail-proof switches, molded impellers and Teflon- 
lined bearings in every pump. 


e New SPC line—S and 7 series in either alumi- 
num or cast iron. New hydraulic design and 
40% larger pump body give more pressure, 
more capacity. Prime in less than 16 seconds. 
The all-new Minute Master SPC portable pump 
—only 9'4-inches long. Weighs just 14 pounds! 
Delivers up to 1140 GPH, operates at 40 p.s.i.! 
Sells at a volume-production price. This is the 
most powerful pump for its size on the market! 


There are more than 200 models in the 1961 
Barnes Blue Ribbon Water Wizard line. You'll 
find a pump or water system for every applica- 
tion, performance and price requirement. 

Ask for your Water Wizard Sales Plan. Shows 
how you can be a Barnes Water Wizard in your 
area. Write today for complete details . . . there’s 
no obligation. 


RINES 


BARNES MANUFACTURING CO. 
Manstieid, Ohio - Oakiand, Calif. 


NEW SHALLOW-WELL RECIPROCATING 
Sweeping improvements in the ever-popular 
piston pump system. New appearance, new de- 
sign, new features! 300 GPH and 400GPH. 


NEW PEDESTAL SUMP PUMPS 

An entirely new concept—“Unitized Design!”’ 
Three-inch column is 100% suction inlet, 
can't clog. Capacities to 3100 GPH. Full 
price range for every application. SPMA 
approved. 
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From LIBBEY...America’s most famous name in table glassware! 


my, 


Family of Glassware Famous Tempo glasses in Mint or Smoke. 
Both available in gift-boxed sets of 8 each of Juice, Beverage, and 
Cooler. Smoke also in 24-piece set of 8 each of these same sizes. 


Family of Glassware New “Shelf-Saver” glasses stack securely for 
minimum storage space, and are attractively boxed, 8 of each of 
3 sizes — Juice, Beverage, and Iced Tea. 


Oe 
gio 
Rarrod: 


Family of Glassware New Mint Ripple is available in sets of 8 
each Cooler, Beverage, Old-Fashioned, Juice or Dessert. 24-piece 
set includes 8 each of Juice, Beverage, and Cooler. All gift-boxed. 


Family of Glassware 40-piece Home Barware Set . . . for home 
entertaining. 8 each of 5 different sizes, including Pilsner, Bever- 
age, Old-Fashioned, Cocktail, and Jigger. Boxed and ready to go, 


Show customers this big selection of glassware... 
for home use...or for gifts! 


Here’s one of the newest patterns... 


Pine Cones... 


She can choose from Pine Cones “Shelf- 

Saver” glasses, beautifully gift-boxed in 

sets of 8 of a kind of either Juice, Bever- 
age, or Iced Tea. 


The exciting new 8-plus-1 set—beauti- 

fully gift-boxed sets of 8 12'-oz. Bev- 

erage glasses, packed with an extra, 
or 9th glass. 


The lovely 32-o0z. Serv-All 
Decanter, complete with 
white plastic top for use as a 
shaker or beverage pitcher. 


Emeralds Tray Box Set—8 9-oz. 
Old-Fashioned glasses, gift-boxed 
in a white plastic tray which dou- 


bles as a sturdy serving tray. 


LIBBEY SAFEDGE GLASSWARE 


AN (I) PRODUCT 


Here are some of the many Libbey patterns and sizes 
..a glass set for every need... which mean volume 
sales and high profit for you. 


Libbey Safedge® glassware is the first choice of your 
customers .. . they’re pre-sold through Libbey’s 
national advertising program—the largest in the table 
glassware industry. 


For complete information on the entire Libbey line 
of fast-moving, high-profit glassware, see your 
Libbey Distributor or write to Libbey 
Glass, Division of Owens-Illinois, 
Toledo 1, Ohio. 


Illusion Caddy Set—8 1212-oz. 
Beverage glasses in a shining brass- 
finished Caddy . . . ideal for indoor 
or patio use. Gift-boxed. 


Owens-ILLINoIS 


GENERAL OFFICES - TOLEDO 1, OHIO 
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COLVMBIAN 
‘VISES 


“LEVELS 











for best advice about VISES and LEVELS ... see your COIMMBIAN distributor | | 





THE COILUMBIAN VISE & MFG. CO. 
9021 Bessemer Ave. . Cleveland 4, Ohio 




















PEPE EVAR CREE? 


REPUBLIC BOLTS REPUBLIC NAILS REPUBLIC STEEL PIPE REPUBLIC FE® FLEXIBLE 
AND NUTS AND STAPLES PLASTIC PIPE 
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Republic Snaptite Eaves Trough... . 


EVERY FEATURE A SALES CLINCHER 


As one hardware salesman put it, “I just show customers how easy 
Snaptite is to put up, and how it compares price-wise to other gutters. 
It sells itself.” It’s really as simple as that to ring up more sales with 
Republic Snaptite Eaves Trough. Simple because Snaptite has features 
that are easy to demonstrate, features that your customers will under- 


stand, like and buy. 


“SNAP-TOGETHER” SECTIONS make accurate measurements 


unnecessary—a big help to do-it-yourselfers. Complete selection of 


fittings and accessories. 


EASY JOINING requires no special skills or tools. Simply slip joints 
together (1) snap bead edges into place (2) and pinch bead edges 


together. 


1. Slip joints together. 


2. Snap bead edges into place. 3. Pinch bead edges together. Solder if 
desired. No tacking is necessary. 


LOW-COST of Snaptite can be passed on to your customers, with a 


full-profit margin for you. 


di 
* 


Dependable, long-lasting Snaptite Eaves Trough and fittings are avail- 
able in galvanized and stainless steel, terne, and copper. Contact your Strong, 
Republic Distributor or send the coupon for more information. Modern, 


om) REPUBLIC STEEL 


General Offices « Cleveland 1, Ohio 
Republic Has the Feel for Modern Steel 


REPUBLIC STEEL CORPORATION 
DEPT. HA-1683 

1441 REPUBLIC BUILDING 

CLEVELAND 1, OHIO 


Please send more information on the 
following products: 





Dependable 


C) Republic Snaptite Eaves Trough 2) Roof Drainage Products 
C) Republic Bolts and Nuts C Republic Nails and Staples 
C) Republic Steel Pipe C) FE Flexible Plastic Pipe 


Name Title 








Firm 





Address 





City Zone 
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The Largest Product Selection 
In The Hardware Specialty Field 


This great news to buyers of specialty items 
came with the announcement by the Water- 
bury Lock & Specialty Co. that it had recently 
acquired the Reese Padlock Co. Two leading 
brand names now combine their impressive 
years of experience and manufacturing know- 
how to offer an expanded product line from 
one source... 


Measuring Tapes 


Steel Rules 
Utility Knives 
Padlocks 


Combination Padlocks 
Bicycle Locks 


Padlocks 

Cable Locks 
Combination Padlocks 
Bicycle Locks 

Chain Door Guards 
Nightlatches 


Please write for our complete illustrated catalog. 


The Waterbury Lock & Specialty Co., Milford, Conn. 


| 
| 
I 
7 


\ 
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an you identify this man? 


This man is today’s tough pump customer. You can recognize him by the following 
habits which he is known to follow. He insists on full value for every dollar he 
spends. He looks to his pump dealer for help in selecting the proper pump for his 
water needs. He demands that the pump he buys will deliver all the water he needs 
— whenever and wherever he needs it. He expects the pump he buys to last for 
years, without costly and unnecessary service calls. He searches for the best buy 
available —but is willing to pay for quality when its value is proven. 


Can he id entify you ? Does this pump prospect know you sell quality 


Myers pumps? Does he know you are qualified to help him select and maintain 
his water system? Does he know the address and phone number of your place 
of business? Does he know you also sell and service a complete line of Myers 
Olympian water softeners and filters? Can he locate your place of business easily ? 


' P Se,t)P NOW! To make it easy for this man and all pump 


prospects to find you, Myers offers you an opportunity to buy all Myers identi- 
fication materials at greatly reduced prices. Every single dealer identification 
item from huge illuminated signs to action-getting envelope stuffers are avail- 
able at low, low prices ...or free. Act now! Make sure you are identified as the 
local Myers Dealer. Special price offer expires June 30, 1961. 


a RHWARD @& 


More pump sales and bigger profits will be the reward for every Myers dealer who 
uses this opportunity to build his reputation and prestige by identifying himself 
with Myers. For complete details, contact your Myers wholesaler salesman today. 





























Myers | The F. ©. Myers & Bro. Co. 








‘eas, ean: ASHLAND, OHIO KITCHENER, ONTARIO 
SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO. 
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== WAT HLLSAW7 400 











THE POWER 

HAND SAW 
THAT’S MADE 
TO SELL 





Rigid support guides full 
length of blade—-no whip. 








Sy ol-telo] Mi o)(cle(-WaE- Malaelololalae Precision ball 
is all usable. Cuts on in and 


aut strokes—No kick, no pull. aol mel elae 


The simple, but unique, design of the Wellsaw 400 
gives it sales appeal unmatched by any other 
power hand saw. After a few minutes trial, most 
potential owners recognize the versatility, con- 
venience, and ease of handling of this remarkable 
saw. They like the way it handles—much like a 
hand saw. They like the way it cuts—no whip, no 
kick, no pull. 

You'll like the way it adds to your profits and 
creates happy customers. The Wellsaw 400 is a 
fast mover and moving faster every day. 


Light weight, only 8 pounds,. 
with rugged, precision aluminum Oli ta ammo lailolsmmelel') o) (= 
die cast housing. pole trigger switch. 


bearings, heat treated helli- 


‘@etiihielaielelicmalelilel 


> 
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and needle Specially designed, heavy duty 


7 amp. AC/DC motor. High 
efficiency core) MATL (Late B 


The Wellsaw 400 is made and backed by a 
company with over 30 years’ experience in manu- 
facturing high quality industrial saws. An exten- 
sive merchandising package is available including 
descriptive literature, stuffers, counter display 
stand and advertising mats. A sales-building 
dealer’s demonstrator plan is also available. 

Plan to get in on the profit opportunities of the 
Wellsaw 400 right away. Write for full informa- 
tion, or, if you prefer, ask your wholesaler to place 
an order for you. 


Here are afew of the many jobs for which you can selia 
WELLSAW 400 
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503 Fourth Avenue, Three Rivers, Michigan 


Want more facts? Circle 154, p. 103 A 
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The NEW-MILLER 
Precision Color Dispenser 


Thoughtfully engineered and me- 
ticulously manufactured . . . stain- 
less steel canisters and dispensing 
mechanisms locked together in one 
piece construction for long term 
service and precision performance. 


ig: 


This fine ; a ahs ° 
naee Gael Electric agitation Compact design 


can be YOURS for a small , ; 
down payment and only Easy push-pull dispense Precise measure scales 


3 ()’ ~# Anti-skinning design Quick, manual color 
ae es 


selection 


Easy to use Color Display 
Seaturing the Complete Color System 


20 full pages of color... easy opening 12” x 17” pages display 
colors in “family groups” for simplified color selection and match- 


ing. Metal protects page edges . . . mounted on sturdy base. A 
real customer attention getter. 


system planned and balanced in color strength . . . formu- 
lated for use in “approved” Latex, oil, alkyd and acrylic 
paints. Stabilized color pigments prevent color wash out .. . 


provides rapid colorant dispersion. Proven by a decade of 


dealer use. 
BACKED UP BY A FULL LINE OF SELLING AIDS 


° 





Color Survey... 


A special service to you as a member of this Planned Color Program... 
keeps you informed on color popularity trends . . . sectionalized 


to aid you in your area. 


Reporting Colors the people of the 
American continent actually buy: 


Dictionary of Color Names... 
Master Color Index... y 


An invaluable reference book for 
checking out that customer's 
“special color name." Low cost 
subscription provides periodical 
new data and formulas on 

special promotional colors 

shelter magazines. 


A compact book showing all 
the colors of the system... A popular 
loan-out and reference 
especially to decorators 
and architects. 


A beautiful card displaying todays 
favorite colors . . . colors your 
customer will like! 


Available through your major paint supplier — 
or contact us direct 


Printed in U.S.A. 





A Special Report 
By Hardware Age 


a report of the 


April 16-19, 1961 
Miami Beach, Fla. 


Southern Hardware Convention/ 


the 70th annual convention of the 


Southern Wholesale Hardware Assn. 


and the 120th semi-annual convention of the 


American Hardware Manufacturers Assn. 


In this report 

Better relations 
Convention reception 
President's Address 
Old Guard election 
The anatomy of sales 
What salesmen want 
Promotion lines 
AHMA 40 & Under 
Ladies’ luncheon 
Promotion helps 
Credit department aids 
Young Rebels meeting 
Factory incentives 
Employee relations 


Golf tourney winners 





a special report 


by HARDWARE AGE on the 


Southern Wholesale Hardware Convention 


A blend of youth and experience took the spotlight at the 70th annual 


Southern Convention as wholesalers and manufacturers examined steps 


to be taken to improve profits through .. . 


Better management 


Better salesmanship 


Better employee relations 


The younger generation of wholesale executives took the spotlight 
at the Southern Convention this year. 

One of the three speaking programs was theirs. Six young execu- 
tives of Southern wholesale firms walked to the speakers’ platform 
to discuss various phases of the elements that make sales. 

The older generation, however, still did its part at this 70th annual 
Southern Convention. R. C. Neely, Jr., president of the Southern 
Wholesale Hardware Association, gave the keynote address, pointing 
up the need “to carry on an uncompromising attack on rising costs 
as one means of improving net profits.” 

A labor relations consultant spoke to the wholesalers on the fac- 
tors of management that link employees more closely to the firm 
than to a labor union. The American Hardware Manufacturers Asso- 


ciation program had a speaker on our space exploration program, and 
a speaker on stimulating creative ideas. 


This was the 70th convention of 
the Southern Wholesale Hardware 
Assn., and the 120th semi-annual 
meeting of the American Hardware 
Manufacturers Assn. The conven- 
tion was held in the Hotel Ameri- 
cana, Bal Harbour (Miami Beach), 
Fla., April 16 to 19. 

SWHA re-elected its officers. 
Two new members were elected to 
the executive committee. They are 
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Walton Hicks, Jr., I. W. Phillips 
& Co., Tampa, and Sterling W. 
Tucker, Fones Bros. Hardware Co., 
Little Rock. The Young Rebels of 
the SWHA elected W. E. Smith, 
Jr., Oklahoma Hardware Co., Okla- 
homa City, colonel for the coming 
year. The Old Guard advanced 
Franklyn H. Horton from first 
vice-president to president. 

The convention this year fol- 


lowed a rather quiet path. Rumors 
were few, about company or per- 
sonnel changes. Sales were up or 
down slightly, depending on who 
answered the question ‘“How’s 
business?” as there was evidently 
less fear of what the future might 
hold. Wholesalers and manufac- 
turers kept busy attending the 
meetings, and special luncheons 
and functions. 

President Neely’s keynote ad- 
dress was based on the long term 
forecast for resumption of expan- 
sion towards higher goals in per- 
sonal income and gross national 
product. 

“For the hardware _ industry, 
these prospects pose both an op- 
portunity and a challenge,” he 
pointed out. “We can share in this 
market in full measure if our busi- 
nesses are prepared to meet the 
requirements of our competitive 
times.” 

This preparation to meet the fu- 
ture, president Neely outlined as 





care in selecting lines that are 
profitable, using merchandising and 
promotional programs for dealers 
through “an exchange of ideas 
among all levels of the trade,” and 
showing a willingness to engage 
in cooperative market research to 
produce workable plans. 

Good labor relations begin with 
management realizing that the 
physical skills of men can be 
bought, but that a man’s good will 
is earned through enlightened poli- 
cies that build morale. This was 
the theme of an address entitled 
“Prevent Medicine in Labor Re- 
lations” by W. F. Gutwein, labor 
relations consultant, Louisville. 


First function: reception 

The formula for success in get- 
ting the good will of employees so 
they will not be pulled towards a 
union, given by Mr. Gutwein were: 
Be friendly, frank, fair, faithful, 
and firm. 

At a joint SWHA and AHMA 
session April 18, John L. Sloop, 
of the National Aeronautics and 
Space Administration, Washing- 
ton, described the various projects 
going on to probe outer space. G. 
Herbert True, Visual Research, 
Inc., Chicago, spoke on “Creative 
Ideas—The Magic of Man.” 

The convention »spened Sunday, 
April 16, with a reception. Officers 
of both associations and their 
Wives were in the receiving lines. 
The other convention social activ- 
ity was a dance and entertainment 
on April 18. 


Golfers have their day 


For the ladies there was a lunch- 
eon on April 17, and a program 
of boat trips on April 18 and 19. 

A golf tournament was held on 
April 17. 

The Old Guard held its usual 
meetings, a business session on the 
morning of April 17 and a dinner 
that evening. 

The AHMA 40 & Under Club 
held its semi-annual breakfast 
meeting on April 17. 

The Young Rebels of the SWHA 
held a business luncheon on April 
17. 


Two reception lines formed at the entrance to the grand ballroom for the 
opening affair on the convention program Sunday afternoon. Officers of 


SWHA and AHMA and their ladies were in the receiving lines. 


Following were the convention 
committees: 

Entertainment: R. M. Miller, 
chairman; Arthur L. Faubel, Ralph 





“Thank you" for a grand job 


The Southern Convention showed 
its appreciation for the grand job 
turned in by R. M. Miller as chair- 
man of the entertainment commit- 
tee. Mr. Miller is executive vice- 
president of Railey-Milam, Inc., 
wholesaler in Miami. The presen- 
tation was made at the April 18 
session. 


E. Kirby, D. J. Mayes, James D. 
Young. 

Golf: D. J. Mayes, chairman; 
C. E. Hamilton, Jack W. Hasson, 
Dan C. Johnson, Howard A. 
Vaughan, Jr. 

Arrangements: R. C. Neely, Jr., 
Paul C. Nicholson, Jr., Ralph E. 
Kirby, R. L. Waterman, Arthur L. 
Faubel. 

Ladies reception: Mrs. Paul C. 
Nicholson, Jr., Mrs. R. C. Neely, 
Jr., Mrs. G. S. Case, Jr., Mrs. J. 
C. Erwin, Mrs. H. M. Davis, Mrs. 
R. M. Miller, Mrs. Wm. H. North, 
Mrs. E. J. O’Leary, Mrs. R. L. 
Waterman. 

The 1962 convention will be held 
in Dallas in April. 
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President's Address 





“... Change will be the challenge of 
our times. We must have the courage 
to throw out ideas and methods which 
restrict our service to our retail cus- 


tomers and to our suppliers... .” 


If this new decade—anticipated so enthusiastically 
as the soaring 60’s—has not measured up thus far to 
our expectations it is partially because we are the 
victims of our own excessive optimism. 

Generally speaking, business performance has not 
come up to our hopes either in volume or profits. Yet, 
despite these disappointments, the nation’s economy 
rose to new records during the past year. For the 
first time, we achieved a $500 billion economy. At the 
same time total personal income soared to well over 
$400 billion. And the end of our economic growth is 
by no means in sight. 

The outlook is exceptionally bright. Most economists 
feel the nation’s economy will resume its expansion 
towards a Gross National Product higher than any 
achieved in our history. 

If the various forecasts are reliable prospects for 
business are indeed fabulous. An exploding population 
will create a market of gigantic proportions for virtu- 
ally all lines of trade. 

An estimate recently prepared for a leading manu- 
facturing company predicted that by 1975 the nation 
will have a population of more than 235 million per- 
sons. To house our growing numbers, more homes 
must be built in the next 15 years than were built in 
the last 30. We will have one-third more customers. 
They will be 50 percent richer. When 1975 rolls 
around, average family income will be a whopping 
$9,400. 

The total purchasing power of families with in- 
comes over $10,000 will equal today’s entire consumer 
market. The $145 billion now spent annually for 
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by R. C. Neely, Jr. 

president 

Amarillo Hardware Co. 

Amarillo, Texas 

and president 

Southern Wholesale Hardware Association 


luxuries, recreation, and personal care will jump to 
$300 billion. According to this estimate, our nation’s 
Gross National Product will exceed $925 billion. 

These are impressive figures. Their attainment is 
confidently predicted by economic forecasters through- 
out the land. 

For the hardware industry, these prospects pose 
both an opportunity and a challenge. 

We can share in this market in full measure if our 
businesses are prepared to meet the requirements of 
our competitive times. 

As we move towards this expanding market we can 
be certain that the wholesale hardware industry will 
be subject to change, at times pressing and demand- 
ing. We must recognize this as the price of progress. 
This industry has never been a static business. In the 
future it will almost surely be subject, more than 
ever, to the stresses and strains which assault our 
entire economy. 

Those lines of trade with a rigid business formula, 
or with unbending ways of doing business, will surely 
lag and fail. Those lines which can adapt to the de- 
mands of our present economy will expand and grow 
stronger. 

It is this certainty of change which poses for our 
industry the greatest challenge of the 1960's. 

In the solution of our problems we will be con- 
stantly faced with the conflict between the past and 
the present. Old methods, as tried and true as they 
were in the good old days, do not always measure up 
to current needs. A resolute devotion to traditional! 
methods can be a shackle. We must have the courage 
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Officers, 1961-1962 of the Southern Wholesale Hardware Assn. Seated, from left, R. M. Miller, J. C. Erwin, R. C. 
Neely, Jr., Hugh M. Davis, A. C. Rankin, R. H. Baker. Standing, from left, Jack Sharp, Walton Hicks, Jr., Sterling 


W. Tucker, W. H. Terstegge, Joe F. Woods, Ralph E. Kirby. 


to throw out those ideas and methods which restrict 
our service to both our retail customers and our sup- 
pliers. 

Many problems that confront us today are clearly 
recognizable. Certainly a major one involves a duty 
to ourselves: Making a satisfactory profit. 

Unless our houses are financially sound there can 
be little hope of rendering the kind of service to manu- 
facturers and dealers that insures continuing growth. 


A remedy for the profit squeeze 


It is equally evident that the profit squeeze is this 
industry’s most serious malady and will continue to 
be so as long as we are the victims of rising costs 
and fixed margins. On many of the lines which pass 
through our warehouses, margins are not adequate to 
insure improved service to retail customers. It is 
essential that a zealous effort be made to search out 
those lines yielding inadequate profit. Such lines must 
be subjected to intense investigation. They must be 
judged by every statistical device we have to determine 
their value to us. If the profit yield is not realistic 
then we must have the courage to eliminate those 
lines from our inventories even though such products 
might be traditional hardware lines. We can no longer 
afford the luxury of tradition unless our profit picture 
is satisfactory. 


Manufacturers who believe in this industry’s tradi- 
tional chain of distribution have a real stake in this 
problem of profits. If the manufacturer-wholesaler 
team is to grow stronger and prosper, the wholesaler 
must be a financially healthy partner. 

It would appear that there is considerable latitude 
for improving this condition. From the annual reports 
of many of our suppliers which have crossed my desk, 
I have noted that their profits, before taxes, ranged 
from 12 to 20 percent. This stands out in sharp con- 
trast to profits at the distributor level which range 
from a dangerously low 2 to 4 percent before taxes. 
It is apparent that in many cases, the discounts offered 
to wholesalers are less than a manufacturer’s profit 
before taxes. 


The spotlight focus on costs 


In the period ahead the problem of inadequate mar- 
gins and lines contributing to this condition will be 
subjected to a most intense scrutiny. Accounting sys- 
tems, notably the Distribution Cost Accounting sys- 
tem developed by the National Wholesale Hardware 
Association, have been devised which enable distribu- 
tors to determine with pin-point accuracy the cost of 
handling individual lines and, in turn, their relative 
profitability. 
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The guessing game is coming to an end. Distrib- 
utors will know the value of each line. Those lines 
which do not bear a satisfactory yield, which do not 
pull their share of the load, will lose the wholesalers’ 
consideration and will give way to lines on which the 
margins of profit are acceptable. 

The solution to this problem will be achieved much 
easier if manufacturers will continually review the 
margins allowed wholesalers in the light of what a 
distributor’s handling costs are known to be. 

Distribution Cost Accounting spotlights handling 
costs with dependable accuracy. There are a sufficient 
number of wholesalers throughout the country oper- 
ating comparably DCA systems to enable a manufac- 
turer to determine whether or not his product line is 
yielding an adequate margin to distributors. To bal- 
ance the influence of local conditions on DCA figures, 
wholesalers could be selected geographically for such 
a continuing study. 

The necessary information is available. If properly 
used, the profit squeeze can be relieved, permitting 
wholesale firms to expand their services to the ulti- 
mate benefit of manufacturers, as well as retail cus- 
tomers. 

Emphasis should be given to the need for constant 
joint effort, particularly in the field of sales promo- 
tion, in considering manufacturer-wholesaler relations 
in this era of change. 


Basic change on dealer relations 


Both wholesalers and retailers will require an in- 
creasing flow of sales promotion materials, but this 
must be based upon systematic research into what has 
a measurable impact at the consumer level. Only the 
closest cooperation at all levels of the trade can pro- 
duce materials that are effective and easy to use. 

Nowhere will the element of change be more evident 
than in the packaging of hardware products. Packag- 
ing to enhance dealer displays, to permit easy cus- 
tomer selection, and to add to product sales appeal 
will be developed further in the future. The test of 
successful packaging will be how effective it is in 
building retail sales. 

There can be little doubt that the relationship be- 
tween wholesaler and retailer will undergo basic 
changes in the period ahead. The wholesaler’s re- 
sponsibilities will go beyond the supplying of mer- 
chandise and the expansion of credit. Competition is 
forcing the retailer to be increasingly reliant upon the 
distributor for a broad range of merchandising assis- 
tance. 

This is a direct outgrowth of the stress which has 
been placed upon the independent retailer’s competi- 
tive position by the “footballing” of hardware prod- 
ucts by other types of retail stores. 

It must be clearly recognized that the competitive 
position of many hardware retailers is in serious jeop- 
ardy, and the wholesaler must do whatever is neces- 
sary to preserve and ultimately strengthen the posi- 
tion of the hardware retailer in our economy. 

Assistance must come in the form of promotional 
and advertising campaigns carefully worked out by 
experts, of such quality that sales at the retail level 
will be measurably beefed up. 


76 © HARDWARE AGE, April 20, 1961 





Southern Hardware Convention 





Wholesalers in the future must also be prepared to 
help dealers with store layout and design, and with 
the effective display of merchandise. 

For many of our businesses this will represent a 
new endeavor, one whose value may be momentarily’ 
challenged. The typical independent retailer will al- 
most surely be forced to rely on outside help in his 
merchandising efforts. Those wholesalers who can 
render such services will become dominant in our in- 
dustry. 

Perhaps the most compelling responsibility facing 
wholesalers today is the need to carry on an unrelent- 
ing campaign for increased turnover at the dealer 
level. Dealers can expect to prosper substantially 
only if turnover rates are materially increased. 

To accomplish this, retailers must be encouraged to 
weed out slow moving items and to select with care 
promotional lines and other merchandise having spe- 
cial appeal to their customers. 

The annual survey by the National Retail Hardware 
Association reveals that it takes more than two stock 
turns a year for a dealer to show an adequate profit. 
The top one-third of the dealers participating in the 
survey reported stock turns of about 214 times. Their 
profits average in excess of 7 percent against a profit 
of less than 1 percent for the remaining two-thirds, or 
those with 2 stock turns or less. The really outstand- 
ing dealers could boast stock turns of 3% times, or 
better. 


Your salesmen: key factors 


Added volume and profit at both the manufacturing 
and distributor level of the trade is so much a reflec- 
tion of turnover at the dealer level that every effort 
must be made to encourage dealers to attack this prob- 
lem systematically. 

Much help is available to dealers, but wholesalers 
must assume the responsibility of driving home the 
benefits of increased turnover to their retailer cus- 
tomers. Numerous wholesalers are making use of the 
NRHA Turnover Handbook program. Many have is- 
sued their own versions. Others have devised inven- 
tory control programs that can be of certain help to 
dealers in increasing turnover rates. 

Since the follow-through on much of this effort will 
become the responsibility of the wholesaler salesman, 
no individual will be more aware of our changing in- 
dustry. He must perform his job within a new con- 
cept of service. Upon him will fall the burden of 
selling his customers on the many service of his house. 

There will be resistance here. The break with tradi- 
tional selling methods will be severe. But the aggres- 
sive, alert salesman will recognize the need for added 
effort and will accept his role as a necessary partner 
in his customer’s sales planning. 

The retailer’s responsibility is equally clear-cut. It 
is imperative that he consider with great care all those 
promotional aids that are available to him. Those 





which are adaptable to his business should be put into 
immediate use. He must encourage the closest co- 
operation with his suppliers so that their efforts in 
his behalf will be rewarding. And there must be a 
venturesome spirit, a willingness to try new merchan- 
dising concepts. A desire to add new lines in popular 


demand, and a realistic elimination of those lines 
which do not return an adequate profit. 

Above all, there must be vigorous energy directed 
toward making the hardware store the leading service 
center of the community, a store distinguished by 
quality merchandise, backed up by dependable product 


Old Guard elects Horton president 


Franklyn H. Horton, Nicholson 
File Co., Providence, R. I., was 
elected president of the Old Guard 
at its annual meeting during the 
Southern Convention on April 17. 
He succeeds Luster B. Farmer of 
Nashville, Tenn. 

E. F. Hoge, Chattanooga, Tenn., 
was advanced from second to first 
vice-president succeeding Mr. Hor- 
ton. 

The new second vice-president is 
Dietz Lusk, Kansas City, formerly 
chairman of the executive com- 
mittee. 

Re-elected were Charles A. Pitts, 
Jacksonville, secretary - treasurer, 
and Robert N. Hicks, Jacksonville, 
assistant secretary-treasurer. 

E. L. MHornibrook, Avondale 
Estates, Ga., was elected executive 
committee chairman. The new 
member is George L. McBrien, 
Tampa. Other executive committee 
members are: V. P. Lowe, Sr., 
Baltimore; Dewey Godfrey, Bridge- 
port, Conn.; and Mr. Pitts and Mr. 
Hicks. 

Mr. Farmer is a new member of 
the advisory board composed of 
ex-presidents. 


Chattanooga; 


Head table at the Old Guard annual dinner. 


y. 


Other board members are: Till- 
man Cavert, chairman, Nashville; 
Stanley Woodward, New York; 
J. Frank Boxwell, Dallas; M. G. 
Lipscomb, Dallas; 
C. L. Peterson, 
Bridgeton, N. J.; George C. Barton, ton. 


Memphis; Harry A. Taylor, Hous- 
ton; Julian C. Scruggs, Nashville; 
Sam K. Eaves, Dallas; W. S. Gard- 
ner, Chattanooga; R. M. Barnes, 
New Orleans; H. A. Hoffner, Jack- 
sonville; C. A. Goldstrahm, Hous- 


C. R. Eaves, 


The changing of the Old Guard. Luster B. Farmer, on the left, turns over the 
president's gavel to Franklyn H. Horton, the new president. 








knowledge, and sold at reasonable prices. 

For the decade ahead, the objectives for the whole- 
sale hardware industry are well-defined. But it may 
be well to restate them. We must carry on an uncom- 
promising attach on rising costs as one means of im- 
proving net profits. We must determine, with care, 
the profitability of the lines we carry. New merchan- 
dise must be selected prudently so that our inventories 
contain products having consumer acceptance and 
which return a reasonable profit to both wholesaler 
and retailer. 

Merchandising and promotional programs for deal- 
ers must be the result of an exchange of ideas among 


Southern Hardware Convention 





all levels of the trade. There must be a willingness to 
engage in cooperative market research to refine new 
concepts into effective, workable plans. 

The days of the status quo—if indeed they ever 
existed—are now a part of history. Change, as the 
pattern of the future, will be the challenge of our 
times. 


The anatomy of sales 


The elements that make for 
success in selling at the whole- 
sale level were discussed by a 
panel of six members of the Young 


Moderator tor the Young Rebels 
panel on “The Anatomy of Sales,’ 
Col. William A. Parker, Jr., Beck & 
Gregg Hardware Co., Atlanta. 


Sales panel discussion was wrapped 
up by summation given by E. S. Byrd, 
Allison-Erwin Co., Charlotte, N. C. 
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Rebels organization within the 
Southern Wholesale Hardware 
Assn. 

William A. Parker, Jr., vice- 
president of Beck & Gregg Hard- 
ware Co., Atlanta, and Colonel of 
the Young Rebels, was the mod- 
erator. 

The summation of the panel’s 
discussion was made by E. S. Byrd, 
vice-president, Allison-Erwin Co., 


Charlotte, N. C., pointing out that 
to make more sales wholesalers 
need to: 

Create a good, sound sales pol- 
icy for all salesmen. 

Create customer loyalty. 

Develop creative thinking. 

Analyze their attitude towards 
the industry as to whether exec- 
utives are looking forward, or 
depending upon tradition. 


What salesmen want from the house 


Salesmen expect from the house: 

Reasonable stock of inventory, 
competitively priced, with buyers 
alert to change. Less outs and 
back orders. 

Quick delivery of merchandise. 

Good service in getting out in- 
voices. 

Quick, accurate — yet firm — 
handling of adjustments. ‘‘The 
longer you put this off, the shorter 
everyone’s temper gets,” a sales- 
man pointed out. 

A fair and rewarding compen- 
sation program. 

Support and backing from the 
house, 


A co-operative spirit. Salesmen 
like an atmosphere of co-operation 
and a feeling that all are pulling 
together rather than the feeling 
that certain areas of the organiza- 
tion are not working with their 
best interests in mind. 


We live in a world of com- 
munication. Yet how long has it 


by John D. Wallace 
Wallace Hardware Co. 


Morristown, Tenn. 


been since you communicated with 
the three salesmen fartherest re- 
moved from the house? You may 
have written him, disagreed with 
him, quoted prices to him, or 
mailed him his check; but what 
about actual communication, get- 





ting through to him your idea 
not because of your title but be- 
cause of your knowledge? 

Salesmen expect to be informed. 
Failure to do so lessens produc- 
tivity, leads to _ dissatisfaction. 
Salesmen take pride in being a 
first. Salesmen must be informed 
of market trends, changes, new 
items, price changes, inventory 
shifts, changes in house operations, 
and product knowledge. 

Salesmen want answers, regard- 
less of how trivial the question. 

Salesmen expect the house to 


communicate with their customers. 
Someone in the house besides the 
credit department should know 
them. If he is good to pay, no one 
may know him. 

Salesmen expect communication 
through correct and _ up-to-date 
catalogues. Salesmen need to spend 
their time selling, not running 
to car for factory catalogues. 

Most important, salesmen expect 
management of character, integrity, 
and ability. If management ex- 
pects the sales force to have these 
traits—an example must first be set. 





Selecting lines for promotion 


by J. L. Meagher 
Stratton-Terstegge Co. 
Louisville, Ky. 


We are in a business today which 
is moving very rapidly, constantly 
changing. It is truly challenging 
and competitive in every way. 

Our greatest difficulty is the 
disunity in our efforts, from man- 
ufacturer through wholesaler, 
through retailer, in trying to reach 
the consumer. 

The average wholesaler—in spite 
of the inroads of direct selling, 
syndicated buying, cooperative 
store groups, and other types of 
distribution have made into our 
business — wants to continue to 
operate as the old line, independent 
wholesale giant. 

The independent retailer is de- 
sirous of remaining an independent, 


reputable hardware merchant in 
his community, although we both 
may collapse together in standing 
up for this principle. 

It takes a team effort to get 
the job done today, and the mem- 
bers of the team must be strong 


—a strong manufacturer—a strong 
wholesaler—and a strong retailer. 
From the manufacturer’s stand- 
point, too many times they fail to 
realize that selling the wholesaler 
is only the first step, getting his 
salesmen to sell the line is the 
second step. The average wholesaler 
today is carrying everybody’s 
product and selling nobody’s. 

In our case, until we started 
a self-analysis program about a 
year ago, we went blithely along 
like a river which overflowed its 
banks. When we stopped to take 
a good look, we found such things 
as a portion of our electrical in- 
ventory—that is 27 percent—only 
produced a little over 1 percent of 
the sales. On floor coverings a little 
over 40 percent of the inventory 
produced less than 1 percent of the 
sales. In sporting goods, 19 per- 
cent of the inventory produced 2 
percent of the sales. 

We found that we were carrying 
products, but not really selling 
anyone’s line. At the same time, 
today most wholesalers are selling 
everybody and not really doing a 
good job for anybody. And, most 
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dealers are buying from everyone 
and not really an important source 
to anyone. 

In today’s markets the whole- 
saler who is asleep and thinks 
of himself only as a warehouseman 
is an economic liability. The whole- 
saler that is aggressive and doing 
a progressive selling job is an 
economic necessity. Hence, man- 
ufacturers do have a direct in- 
terest in helping the wholesaler 
do a better job, just as we have 
a direct interest in helping the 
retailer do a better job. We are 
only as strong as the retailers 
we serve. 

Many of the problems we face 
today stem from our lack of un- 
derstanding and appreciation for 
modern sales promotion. But, if 
the job is to be accomplished, this 
strong team must be molded to 
serve the consumer in the broad 
expanses in which we distribute 
our goods. 

In selecting lines for promotion, 
we wholesalers look to a manu- 
facturer for the following: 

(1) A quality line, offering a 
good value at a fair margin, for 
both the wholesaler and the re- 
tailer. 

(2) A sprinkling of promotional 
merchandise, designed to stimulate 
and motivate the sale of other 
goods. 

(3) The attitude of intentions 
of the manufacturer in helping the 
wholesaler and retailer accomplish 
their goals. 

(4) Good product design with 
obvious features and value, having 
sales appeal and consumer accep- 
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& Under Club heard a wholesaler discuss manufacturer-wholesaler 


relations at its semi-annual breakfast meeting. At the head table, from the 
left, Charles E. Smith, Southern Hardware, secretary-treasurer; Peter P. Vaida, 
Exact Level & Tool Mfg. Co., who introduced the speaker; John C. Coif, S. 
B. Hubbard Co., Jacksonville wholesaler, the speaker; H. S. Callahan, Atlas 
Tack Co., club president; William A. Parker, Jr., head of the Young Rebels. 





tance. 

(5) Good packaging for eco- 
nomical distribution, considering 
line value. 

(6) Prompt shipment of goods 
and servicing of the line by the 
manufacturers’ representatives. 

(7) Participation and co-opera- 
tion in sales promotion programs. 

(8) Design displays, merchan- 
dising stands, counter cards and 
catalog pages, with complete de- 
scriptions. 

(9) Consumer 
where possible. 

(10) A fair sales policy, that 
after the wholesaler’s promotional 
efforts, the goods will not be ex- 
ploited through discount opera- 
tions. 


advertising, 
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(11) A direct shipment pro- 
gram for dealers who are in 
position to buy quantity orders. 

(12) Making the line available 
over the entire territory the whole- 
saler covers. 

In return for co-operation in 
the above needs of a wholesaler, 
a manufacturer should expect the 
wholesaler to offer the following 
to him: 

(1) The help and advice in 
planning the promotion of the line. 

(2) The establishment of realis- 
tic goals, based on facts and figures, 
that they together hope to ac- 
complish. 

(3) The opportunity to inform 
all the wholesaler’s personnel of 
the plan, from top management 
through the buyers, sales mana- 
gers, sales promotion director, 
catalog department, so that all 
personnel is thoroughly briefed 
and sold on the line. 

(4) A motivation formula for 
the wholesaler-salesman, for they 
are the infantry used to accom- 
plish the job, and they must be 
inspired, stimulated, informed and 
instructed. 

(5) Established quotas or sales 
reports, so that projected estimates 
can be evaluated. 

(6) Establishment of a strong 
follow-up procedure, so that extra 
effort in territories not producing 
can be initiated. 

(7) Servicing of the 
the wholesaler-salesman. 


line by 





(8) All-out effort to become a 
better and more valuable outlet 
for the manufacturer. 

Now, for the third member of 
the team. In selecting lines for 
promotion, from the dealers’ view- 
point, we feel that it is important 
to keep in mind the following: 

(1) Is it a basic line to the 
dealer’s stock? 

(2) Does it have popular ap- 
peal, that is, bought by a great 
number of people? 

(3) Does it lend itself to pro- 
motion ? 

(4) Is it easy to sell— giving 
quick turnover to the retailer? 

(5) What is its value in repeat 
sales? Also, in building’ store 
traffic ? 

(6) What is the experience of 
other retailers? 

(7) What is its value in com- 
parison with other products? 

(8) What are the packaging and 
quantity requirements for a dealer 
to buy? 

(9) Can it be presented in 
simple terms of dealer interest, 
so that he knows exactly what he 
is getting and what the profit will 
be? 

(10) What tools and selling aids 
are available? 


(11) Is it made easy for the 
dealer to buy, in regard to terms, 
transportation, dating, season, etc.? 

I believe that every wholesaler 
is conscious of his obligations of 
promotional activities, and is spend- 
ing considerable time and money 
developing his own organization— 
his salesmen—his customers to the 
necessity of such undertaking. 

Most wholesalers, like ourselves, 
have instigated programs of self- 
analysis so they will be in better 
position to concentrate their efforts 
on lines, or manufacturers, who 
work best with them in helping 
to get the job done. 

It is no longer just a matter 
of getting an order for merchan- 
dise. We only prosper when the 
dealers move it off their shelves. 
It takes a planned promotional 
effort, which the retailer can adapt 
to his needs, for a hard-hitting, 
selling job. When we offer this 
to the retailer, we have the op- 
portunity of making good pro- 
moters out of the many customers 
and dealers we serve. Obviously, 
the dealer who is alert and eager 
for ideas to build his business is 
a better outlet for a wholesaler 
and manufacturer than the one 
who is content to let nature take 
its course, 





Promotional helps for dealers 


Today, selling goods to retailers 
is fast becoming old fashioned. 
Progressive, modern day distribu- 
tors are recognizing the need for 
helping customers move goods off 
their shelves and into the hands 
of the consumer. 

The retailer looks more and 
more to his merchandising part- 
ner, the wholesaler, to provide 
the promotional tools which he 
cannot economically provide him- 
self. 

When I was asked to take this 
subject I researched the progress 
being made in this field by South- 
ern wholesalers. I prepared a 
questionnaire, which was sent to 
92 sales managers of the South- 
ern Wholesale Hardware Associa- 
tion membership. I am happy to 
report a 46 percent overall return. 

Eighty-eight percent stated they 


by W. E. Smith, Jr. 
Oklahoma Hardware Co. 
Oklahoma City, Okla. 


believed that dealer promotional 
assistance was a part of the whole- 
saling function. 


Southern Hardware Convention 





Thirty-eight percent of the 
Southern wholesalers reporting 
had a formulated dealer assistance 
program. 

Seventy-eight percent of the 
firms had employees working part 
time in this work. Nineteen per- 
cent reported one or more per- 
sons employed full time. 

We asked, “Do you provide your 
customers with any of the follow- 
ing promotional helps?”: 
Consumer broadsides 52% 
Promotional item lists 71% 
Special of the month program 48% 
Window display service 3312% 
Store trim display material 48% 
57 % 
45% 
Store engineering & fixturing 31% 

Other sales promotional aids 
which Southern wholesalers re- 
ported offering are: dealer mar- 
kets; basic stock lists; co-odina- 
tion of NRHA programs; dealer 
clinics; demonstrators; dealer 
change sheet catalogs. 

We asked “Which three promo- 
tional aids in order of importance 
would you consider to be of great- 
est benefit to your customers?” 

Consumer broadsides captured 
first honors, followed by promo- 
tional item lists and special of the 
month programs. 

Ninety-three percent agreed that 
wholesaler promotional assistance 
for retailers was on the increase. 

Ninety-eight percent of the 
wholesalers stated that they be- 
lieve manufacturers do have a 
responsibility to help your dis- 
tributors with their dealer promo- 
tional programs. 

Eighty - five percent reported 
that they actively seek manufac- 
turers’ assistance in providing the 
sales promotional helps. 

We asked “How would you best 
characterize your suppliers’ think- 
ing in regard to your dealer pro- 
motional assistance program?” 
Most manufacturers project a 
feeling of understanding and help- 
fulness because 90 percent an- 
swered, “Believe it to be a joint re- 
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Southern Hardware Convention 





sponsibility and willing to assist 
them.” 

Seventy-one percent of the 
wholesalers felt you were fairly 
flexible in your support of their 
programs. 

Only half of the wholesalers 
thought that manufacturers rec- 
ognized them as merchandising 
distributors. 

I guess many times both of us, 
manufacturer and wholesaler 
alike, are guilty of the same bad 
habit: that of telling our custom- 
ers how they should run their 
business without taking time to 


really know their problems. 

Bill Phair hit the nail on the 
head when he said, “We censure 
the retailer that puts too much 
emphasis on buying and not 
enough on merchandising — yet 
how many wholesalers would 
have to plead guilty to the same 
charge?” 

We at Oklahoma Hardware be- 
lieve that an effective dealer pro- 
motional maintained within a bal- 
anced economy in the organiza- 
tion is a necessity to our continued 
progress. We believe that this 
growing infant must take its place, 
as an equal partner with ware- 
housing, selling, and accounting 
in the operation of the successful 
hardware wholesaler serving 
dealers. 





Salesmen and the credit department 


by Walton Hicks, Jr. 
|. W. Phillips & Co. 
Tampa, Florida 


We have tried to improve the 
relations between our credit de- 
partment, customers, and _ sales 
department. 

First, we believe in a middle-of- 
the-road policy, as follows: 

It is the prime responsibility 
of the sales department to sell. 
It is the prime responsibility of 
the credit department to collect. 

It is the joint responsibility of 
one to assist the other in doing 
his job as effectively and easily 
as possible. 

Top management recognizes the 
fact that without the productive 
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efforts of the sales department 
there is no justification for the 
credit department, or any other 
department. The sales depart- 
ment’s results produce the where- 
withal that makes possible the 
credit, office, and warehouse de- 
partments. Sales come first, but 
we hope not to the detriment of 
good credit and business practice. 

Top management reviews all 
major credit policies and deci- 
sions. It monthly approves or de- 
termines the credit action on ac- 
counts in a serious condition. Top 
management is, of course, strong- 
ly mindful of the sales aspects. 
At the same time it is most con- 
scious of getting the money. In 
this mediator capacity, top man- 
agement tries to balance best 
credit action and best sales ac- 
tion. 

To assist our credit department, 
we have done the following things 
in the last few years: 

(1) Installed an IBM accounts 
payable and accounts receivable 
system. 

(2) We have set up an end 
of the month and mid-month state- 
ment form for each customer 
which shows monies owed by in- 
dividual invoice and total amount 
in three categories: past, due, cur- 
rent and future datings. 

(3) We “machine” age all ac- 


counts receivable as opposed to the 
old method of credit manager 
manually aging his receivables. 


(4) We have established a 
credit status code for each cus- 
tomer. Clerical help ‘credit ap- 
proves all sales tickets except 
those of customers in the slow 
pay status. These are the only 
sales tickets referred to the credit 
manager for his personal approv- 
al. He completely controls the 
establishment and changes of the 
credit status code for each cus- 
tomer. The sales department has 
no voice in this. 


(5) We have established a pol- 
icy whereby every possible effort 
is made to get all customers in 
a serious past due area to execute 
interest bearing notes, to be amor- 
tized regularly, on agreed terms. 
And then insist that the customer 
discount his current purchases, 
or revert to a COD basis. 


(6) On new customer accounts, 
the salesman is required to turn in 
a detailed form which includes, 
among other things, the following 
credit information: bank refer- 
ence; first, second and third larg- 
est credit suppliers; average in- 
ventory estimated; annual sales 
estimated; estimated sales by our 
company during the first year, and 
net worth if the customer will 
give it. 

Also to stimulate the sales de- 
partment’s communications with 
the credit department, we have put 
into effect another policy which 
could be stated as follows: 


“You are going to put some of 
your money on the line with us 
too, boy. If we have to charge off 
the account, we’re going to charge 
back your commissions.” 


This little item has a strong 
psychological influence on _ the 
salesman’s communications with 
the credit department. 


The credit department has done 
these things to help the sales 
department in the credit area: 


(1) It gives each salesman a 
monthly list showing the credit 
status of each of his customers. 


(2) It gives each salesman, in 
advance of a major selling effort 
(such as a booking and/or dating 
program) a list of his customers 





from which an order on this 
program would not be acceptable, 
credit status, gross profit and net 
profit considered. This saves 
wasted selling time and embar- 
rassment to the customer, the 
house and the salesman. 


(3) It gives the salesman a 
copy of each customer’s statement 
showing all problem accounts. The 
past due amounts as well as the 
current and future dating amounts 
are totaled in their respective col- 
umns. 


(4) In addition, it gives the 
salesman the same kind of state- 
ment on the fifteenth of the month 
for those customers only who did 
not discount their bill or pay up 
past due amounts, on the tenth. 


(5) The credit department al- 
so gives copies to the salesman 
of each “dun” letter. This includes 
the form letter, the special let- 
ter and the “delicate and extra 
cautious dun” letter. 


(6) Another aid to the sales de- 
partment from the credit depart- 
ment is the list of customers, in 
credit status order. All discount- 
ing customers are grouped, all 
prompt pay are grouped, all slow 
pay and then all COD are grouped 
and in that order. 

Our credit manager has a stand- 
ard quip for top management 
when the sales department starts 
putting the pressure on his credit 
decisions, which is: 

“I can make our past due ac- 
count level and charge off level 
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Young Rebels hold their annual meeting. Col. William A. Parker, Jr., Beck 
& Gregg Hardware Co., Atlanta, presided. W. E. Smith, Jr., Oklahoma 
Hardware Co., Oklahoma City, was elected colonel. Leslie M. Stratton, Ill, 
Stratton-Warren Hardware Co., Memphis, was elected lieutenant-colonel. 
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The coming year's activities are discussed by Young Rebels. The new colonel, 
W. E. Smith, Jr., in the center, outgoing colonel, William A. Parker, Jr., 
on the right; with Ralph E. Kirby managing director and treasurer, SWHA, 


on the left. 


come to any figure you want, from 
near zero on up.” 

And he is right! He can, but 
only to the detriment of sales. 


Therefore, the necessity of bal- 
ance. And top management must 
exercise its judgement, and effort, 
if necessary, to keep the “what’s 
best for the company” perspective. 


Being realistic, the concensus 
of the sales department of the 
main basic things the credit de- 
partment could do to facilitate the 
selling of merchandise is: 


Avoid misunderstandings with 
the customers. Be definite, but not 


arbitrary, 
tiation. 

Take quick action in establishing 
credit status of new accounts. 

Write human letters of welcome, 
establishing terms and credit 
limit if any. 

Leave the salesmen completely 
out of the collection situation 
wherever possible. 

Write better, more tactful, less 
blunt collection letters; do not 
take it for granted that the cus- 
tomer knows that the writer does 
not mean the letter to sound as 
hard as it does. 

Get around more, know custom- 


leave room for nego- 
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ers through personal contacts 
and know his problems better. 

Avoid telephone “duns.” 

It would seem that both the 
credit department and the sales 
department will continue to have 
slightly different points of view 
as to “what is best for the com- 
pany” because of the distinction 
in their respective prime respon- 
sibility. Perhaps this always will 
be, because: 


Credit departments think of and 
speak in terms of accounts when 
they are talking about customers. 

Sales departments think and 
speak in terms of customers when 
they are talking about accounts. 

Therefore, we feel that it is the 
function of the president and the 
top management of the company 
to mediate the factors, from both 
points of view, towards the “what 
is best for the company.” 





How to use factory incentives 


The wholesalers’ problems in 
using manufacturers’ sales incen- 
tives are: 

(1) The number of factories 
now offering incentives. 

(2) The frequency with which 
incentives are offered. 

(3) The necessary records re- 
quired to participate in programs. 

These are problems because the 
average wholesaler is not set up to 
handle the increasing number of 
incentive programs offered to him. 
While a great number of incentive 
programs are well thought out pro- 
grams they are, nevertheless, 
worthless unless we are set up to 
follow through on the programs. 

We are only fooling ourselves if 
we think we can start a program 
off and then forget it. This just 
will not work. 

I wrote to quite a number of 
wholesalers, and mailed out many 
questionnaires, for their experi- 
ences in handling incentives. I felt 
the manner in which they handle 
incentives might vary. They did, 


by W. M. TEAGUE, IV 
Teague Hardware Co. 
Montgomery, Ala. 


and here are some of the replies. 

Q. Do you allow factories to offer 
your salesmen extra sales incen- 
tives? 

A. Yes, 94 percent; 
not, 6 percent. 

Q. Do you participate in extra 


definitely 





Two new executive committee members of SWHA. Sterling W. Tucker, Fones 


Bros. Hardware Co., Little Rock, on left. Walton Hicks, Jr., 1. W. Phillips & 


Co., Tampa, on right. 


sales incentives for your salesmen 
where your firm is expected to 
share with the factory in the cost 
of the program? 

A. Yes, 56 percent; definitely no, 
26 percent; very rarely, 16 percent. 

Q. Do salesmen, or does the of- 
fice, keep the necessary records? 

A. Salesmen keep records, 50 per- 
cent; office keeps records, 25 per- 
cent; both, 25 percent. 

Q. Do you want the incentive 
payment cnanneled through the of- 
fice or directly to the salesmen? 

A. Through the office, about 70 
percent. 

Q. Is final approval of any in- 
centive program given by one in- 
dividual, such as the sales man- 
ager? 

A. Yes, more than 50 percent. 

Q. Do you feel that the majority 
of these extra sales incentives paid 
to your salesmen are of great value 
to your firm? 

A. Yes, 36 percent; no, 46 per- 
cent; questionable, 18 percent. 

Q. Do you allow factories to offer 
expense paid trips as incentives? 

A. No, 58 percent. 

Q. What type of incentive gets 
the best response from salesmen? 

A. Cash payments, 75 percent. 

Some wholesalers commented that 
incentives were a good means of 
sales stimulation, if kept under con- 
trol. Others feel that the sales- 
men’s time is being bought to push 
certain lines rather than the mer- 
chandise the jobber himself se- 
lects. 

Although 94 percent of the whole- 
salers indicated that they do allow 
sales incentives, the vast majority 
indicated that they did so reluc- 
tantly and on an over-all basis do 
not approve of the general practice. 

Because competitive wholesalers’ 
salesmen discuss such programs the 
factories have offered them, many 
wholesalers feel that they are 
forced to offer the program to their 
salesmen to avoid their feeling neg- 
lected. 

The feeling seems to be that we 
are plagued with entirely too many 
programs. 

One wholesaler said, “A salesman 
needs a secretary to keep up with 
the number of incentives offered 
him today. A good salesman does 
not need an incentive to sell any- 
thing.” 





One wholesaler states, “We ques- 
tion the reason for having to pay 
an extra incentive to the salesman 
to do a job that he is already paid 
to do as a professional salesman.” 

One reply summed it up by say- 
ing that incentives could be likened 
to the use of drugs. The more you 
use, the more potent the next dose 
must be to be beneficial. By the 
same token, it is hard to break the 
habit. This bears out another state- 
ment that the day of the 50¢ incen- 
tive is a thing of the past. 

Many wholesalers indicate they 
would rather have a realistic value 
placed on the merchandise, and do 
away with the incentive programs 
altogether, feeling that a factory 
with a nationally advertised line at 
the lowest possible price will not 
need to offer any incentive to a 
wholesaler’s salesman. 

Too many wholesalers, unfortu- 
nately, including our own firm have 
not been careful and selective about 
incentive programs. Consequently, 
the factory with a good plan must 


Paul C. Nicholson, Jr., Nicholson File 
Co., Providence, R. I., who is presi- 
dent of AHMA. 


suffer because we have cluttered 
our sales force with far too many 
insignificant incentives. The good 
programs become lost in the shuf- 
fle. 

Although incentives present prob- 
lems and the majority of whole- 
salers oppose the use of extra sales 


incentives on an over-all basis, it 
seems to boil down to a way to con- 
trol these incentives. 

The letters I received revealed 
one important fact. That is, the 
wholesalers who have the least 
problems have taken steps to con- 
trol these sales incentives. 

These wholesalers have selected 
one individual to evaluate each and 
every promotion as to sales poten- 
tial, red tape involved with records, 
company participation in expense, 
and what effect a promotion may 
have on a promotion already in 
progress. 

By selecting one individual to 
pass on all promotions, you can se- 
lect only the very best incentives 
offered by various factories and see 
to it that too many programs, no 
matter how good they may be, are 
not offered to your salesmen at any 
one given time. This selectiveness 
will certainly increase the effec- 
tiveness of the incentives that you 
do use. 


How to make friends of employees 


There is one common denomina- 
tor in the company: People. It is 
people who determine whether the 
company succeeds or fails. 

Management must understand 


people, not guess about them. 
Don’t say people are unpredictable 


and let it go at that. In telling 
people to get things done we can’t 
take the short cut “Do it or else.” 
We must get them to do their jobs 
willingly. If your workmen are un- 
happy they can beat a foreman’s 
brains out with slowdowns, waste, 





Golf tournament winners 


The golf tournament was at 
the Westview Country Club, 
on April 17. The winners 
were: 

Low net, Toombs Howard, 
Columbus Iron Works. 

Second low net, B. Mehaf- 
fey, General Electric Co. 

Third low net, Charles Sut- 
live, Screw and Bolt Co. of 
America. 

Fourth low net, D. Buck, 
American Thermos Products 
Co. 

Fifth low net, W. H. North, 
Ferry Cap & Set Screw Co. 


Low gross, Wally Nall, 
Lamson and Sessions Co. 

Second low gross, Harry 
Jernigan, Jr., Jernigan Hard- 
ware Co. 

Third low gross, Bill Rec- 
tor, True Temper Co. 

Nearest pin, 11th hole, Art 
Humphries, Carolina Whole- 
sale Co. 

Least putts, 26, Ted Chap- 
man, S. G. Taylor Chain Co. 

First blind bogey, Luke 
Morin, Chattanooga Royal Co. 

Second blind bogey, 
H. Smith, Carborundum Co. 





by W. F. Gutwein 

W. F. Gutwein, Inc. 
Labor relations consultant 
Louisville, Ky. 


gripes, or by joining a union. 
Let’s take the average American 
worker apart section by section. 
Why do we need him? 
We need his hands to produce, 


) his eyes to watch his hands and 
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see that we get quality in his work. 
We need his feet to move him 
around in order to fulfill our ser- 
vice obligation to the _ public. 
These are his physical factors. 
These things make up the outside 
man. 

But we overlooked one thing: 
Each man brings his mind with 
him. We don’t know whether he is 
going to be a loyal employee or 
whether he will help organize our 
plant in five years. If his mind is 
with us we win. If it is against us 
we lose. What can we do to stimu- 
late his mind to think positively 
about us rather than negatively? 

This employee has a heart and 
he must have it in his job. He has 
a voice which reflects what he 
thinks and feels. If his voice is 
positive it helps us, because he 
talks to other employees. He has 
ears to hear what others are say- 
ing. Just multiply the times em- 
ployees talk to one another. Hori- 
zontal communications makes or 
breaks us. 

These things are called morale. 
They show us the inside man, the 
real target in human relations. 

I have conducted a number of 
surveys for clients to find out what 
employees wanted. Here is what 
employees want, listed in order 
of preference: 

Job security. A lot of us have 
good, secure businesses yet we 
wonder why employees feel inse- 
cure. Sometimes the foreman 
makes employees feel insecure by 
using sarcasm, innuendoes, and by 
jumping at conclusions. It is im- 
portant that the foreman knows 
his company’s labor policy and fol- 
lows it right down the line. 


——_ ian an 


Good working conditions. Em- 
ployees know there is a difference 
between working in a mine and 
working in an office; between 
working in a draft or not; or work- 
ing beside a furnace and working 
in a comfortable place. They will 
try to make the best out of what 
you have, but they cannot respect 
you if you have low standards. 

Opportunity to get ahead. This 
is a live, electric thing with peo- 
ple. Maybe we have plenty of op- 
portunity but we don’t talk about 
it enough. Talk about opportunity 
for the company, and for the em- 
ployee to advance as the company 
does. 

Opportunity to be heard. You 
must listen to your employees. 
Compatibility is the art of staying 
together, not the art of breaking 
up. 

To be recognized. Don’t thank 
employees for breathing, like ycu 
did during the war. They like a 
pat on the shoulder for doing more 
than is expected of them. They 
do this to show you they have the 
ability to get ahead, and if you 
don’t recognize what they do they 
wonder how you will ever tap them 
to be foreman when the time 
comes. If someone works late to 
get out a rush shipment for a cus- 
tomer, and the customer writes a 
thank-you note, show it to him. 

To be respected. Employees like 
to be treated as human beings. 
They are glad to be working for 
you, but don’t remind them of it 
all the time. They can’t under- 
stand why the foreman can be so 
distant all week and then sit down 
at a church meeting and talk with 
them like anybody else. When you 





Association secretaries who organize the programs and handle convention de- 
tails, on the left, Ralph E. Kirby, SWHA managing director and treasurer, and 
Arthur L. Faubel, AHMA secretary-treasurer. 
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step on a person’s dignity it’s like 
stepping on a snake. 

To belong. They don’t want to 
be a number on a time card. Give 
them service pins, have dinners 
for them on special occasions, 
make them feel that they belong. 
The urge to belong is one thing 
the unions cater to. When a man 
joins a union he takes an oath to 
support it, to abide by the by-laws, 
and not to injure a brother mem- 
ber. He can quit his job if he 
wants to, but if he wants to quit 
the union that’s treason. He 
thinks twice before he crosses up 
the union. 

Money. A little lower down than 
you expected. Money is not the 
most important thing in life. If it 
could buy compatibility no mil- 
lionaire would ever get a divorce. 
Compatibility is the result of lit- 
tle things. 

Here’s the way to move so close 
to your employees that a union 
can’t out-pull you. I call it the 
Five “F” Formula: 

Be friendly: People thrive and 
grow in a friendly atmosphere like 
a plant thrives in sunlight. They 
shy away from sourpusses like a 
plant shies away from darkness. 
When a new man joins your crew 
don’t say, “Gosh, I hope you’re not 
like all the other guys I’ve been 
getting.”” People have a tendency 
to turn toward the sun of friendli- 
ness. If you ignore this fact you’re 
trying to buck human nature. 

Be frank: It pays to be frank. 
Adopt the teacher role. When 
somebody goofs, say, “Let’s find 
out what’s wrong here.” But be 
friendly while you’re doing it. 

Be fair: Put it on the basis of 
what is right rather than who is 
right. Don’t always try to make 
somebody a goat. 

Be faithful: Have faith in each 
person you deal with. Forget what 
has happened in the past. 

Be firm: If the other four “F’s” 
don’t work, be firm. But be friend- 
ly while you’re doing it. It helps 
a lot to smile while you’re saying 
“No” to someone. 
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Report No. 4 
THE MADDEN BILL 


... Grass roots’ support 


is VITAL” 


... Congressman Madden 


This is the sentiment 
of Congressman Ray 
Madden, voiced in a 
recent interview with 
HA editors who 
presented him with 
hundreds of dealer 
ballots in support of the 
much - needed Madden 


Quality Stabilization 


Bill. 


HA editors E. L. Barringer (left) 
and J. M. Dixon show Rep. Mad- 
den the more than 600 ballots that 
say “Yes, we want the Madden 


Bill.” 


“This type of grass roots’ support will be of real value to us in our efforts to pass 
the Quality Stabilization Bill into law.” 

This was the reaction of Congressman Ray Madden as he studied some 600 Madden 
Bill ballots sent to Hardware Age by dealers and wholesalers nationwide. 

Hardware Age presented the ballots to Rep. Madden in his offices at Washington re- 
cently, to indicate the feelings of the bulk of the hardware trade. ; 

“I want to extend my personal thanks to dealers and to Hardware Age for this major 
effort. It has given us renewed conviction. However, we still need support, especially 
at the grass roots’ level. Support by small businessmen will speed the day when this 
bill becomes law.” 

What is the status of the Madden Bill? It is in the com- (Continued on page 159) 
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Are you looking for a new source of profits? 


Are you looking for another market you can develop 


with your own sales initiative? Then visit 


woodworking shops in schools in your area. 


You'll find... | 


NEW 


market 


for power tools 


Just about every school in the 
country has an industrial arts de- 
partment. If you visit these de- 
partments in the schools in your 
community you will see many of 
the power tools that you display on 
the floor and shelves of your store. 

The question is: “Can hardware 
dealers sell power equipment to 
schools ?” 

The answer is: “Yes, for dealers 
in small and medium size cities; 
maybe for dealers in bigger cities 
depending on the strength of com- 
petition from industrial supply 
houses.” 


A three-part market 


This market for power tools in 
school vocational shops is more 
than the tools. The market in- 
cludes: 

(1) Hand tools. 

(2) Abrasives, glues, fasteners 
and many other related hardware 
items. 

(3) Power tool sales to fathers 
of sons taking vocational courses. 
This is not strictly the school mar- 
ket. However, a boy learns to use 
certain types of equipment in 
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school. His enthusiasm carries over 
into the home. If his father wants 
to buy equipment for a home work 
shop, the decision of the father on 
brand and type of equipment can 
be influenced by what the son 
knows about the school’s’. shop 
equipment. 

The question, then, is how can 
hardware dealers sell power equip- 
ment for school shops? First of all, 


it is not done on the hardware 
store sales floor. Selling has to be 
done outside the store. Second, it 
takes a planned program, starting 
with knowledge of when and how 
a school buys equipment. Third, it 
takes some knowledge of who does 
the buying, what is the best sales 
approach. 


This is not a market that a 
dealer can cultivate rapidly. Sales 


The market for shop equipment and related items 
is larger in these bigger, suburban high schools. 


Evanston Township H. S. Architects: Perkins & Will, Chicago. 
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don’t come easy. 
build up a sales program. It will 
take two years, or more, to produce 
some substantial results. However, 
there are ample rewards. Pay may 
be a bit slow on account of school 
board methods, but there are no 
credit losses. 

The school market is not the pot 
at the end of the rainbow. Com- 
petition exists here and in other 
markets. 

In the large cities distributors, 
mill supply houses, and machinery 
firms will be your most active com- 
petitors. 

In medium and smaller cities the 
chances are that you will be com- 
peting only against your local hard- 
ware dealers. 

I feel that if a dealer in the me- 
dium and smaller cities approaches 
the schoo] market properly he can 
obtain his fair share of the trade. 


Know your customers 

The following types of shops are 
in vocational departments: wood, 
sheet metal, machine, arts and 
crafts vocational-agriculture. This 
article is confined to woodshops. In 
the smaller schools, if there is only 
one shop, it will be wood. When 
you get into the metalworking 
areas, you go beyond the ability of 
many hardware dealers to supply 
metal items and tooling from stock. 

The type of instructor you will 


Power equipment in this high school woodworking 
shop is the type sold off hardware store floors. 


It takes time to 


by Donald H. Hartvig, Chown Hardware Co., Portland, Oregon 


contact will vary as with customers 
in all phases of selling. He may be 
an extremely competent man, com- 
pletely in control of everything 
concerning the shop. More likely 
he will be the average type, who 
does a good job, knows how to han- 
dle students and has worked in the 
same shop for years. Occasionally, 
you will find an instructor who 
eares little or nothing about the 
students, the shop, or the job. The 
shop’s appearance and the com- 
pleted projects show this. 

There is an increasing trend on 
the part of most instructors now 
to have themselves regarded in a 
better light, to be considered fully 
educated, high level professional 
educators. A dealer should keep 
this fact in mind in his contacts 
with instructors. 

It is important that a dealer not 
refer to a shop or instructor as a 
“Manual Training Instructor.” The 
modern term is “Industrial Arts.” 
The old phrase is somewhat re- 
sented in the profession. 

There are definite, and well de- 
fined times, when schools are in the 
market to buy. 

There is a new school construc- 
tion. Equipment is usually under 
consideration at least four to six 
months prior to the date the school 
is to be used. First calls, and pre- 
liminary contacts, can be made as 
far ahead as eight months to a year 


in advance of the time the new 
shop opens. 

The second type of buying is the 
regular seasonal buying for exist- 
ing shops. Budgets are drawn up 
not later than March 1. Estimates 
must be in prior to that time. After 
budgets are voted and approved the 
actual purchasing is done about 
June 1 and will be over by the end 
of summer. 


Many selling seasons 


Instructors usually have a few 
dollars left in the budget after 
school starts. It is well to contact 
them about the second week after 
school begins as they will be able 
to purchase fill ins and items for- 
gotten during regular summer 
buying. 

To find when schools are in the 
market, just ask. Either the super- 
intendent, principal or the instruc- 
tor can tell you. 

You can, in many cases, create 
your own opportunities in this 
market by making a call at the 
shop and observing the condition 
of the hand tools and other equip- 
ment. A suggestion as to their re- 
placement, if made at the proper 
time, will often plant the seed for 
a sale. 

If you have a new item that you 
feel fits into the school picture, 
by all means write a personal let- 
ter to the instructors in your area, 

(Continued on page 142) 


Hand tools in cabinet at rear right are plus items 
in cultivating the school woodworking shop market. 


Photos courtesy Industrial Arts and Vocational Education. 
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The secret of selling with 


Mass merchandising 


There’s a lot more to mass 
merchandising than just filling 
front displays to the brim. It boils 
down to a question of inventory 
management. 

“My floor space is worth no more 
than the merchandise I can sell 
from it. If a certain type of item 
turns only once a year, the floor 
space it occupies is worth no more 
than the profit on that one trans- 
action. 
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“If I bring in another item 
that turns four times a year, that 
makes my floor space four times 
more valuable.” 

That’s the line of reasoning 
that has been guiding Karl J. Miller 
in reorganization of his Magnolia 
Hardware these past two years. 
The payoff of tighter management 
has been more profit from fewer 
items. 

This store is in the Magnolia 





district of Seattle, Wash. When 
acquired in 1958, the store was 
already a modern, successful retail 
operation. 

The store covers about 5000 sq 
ft of sales area plus basement 
space. 

No basic improvement was need- 
ed as far as store fixtures and 
general display were concerned, 
Mr. Miller says. Three things were 
needed, he determined, to make 





Magnolia Hardware a more profit- 
able operation: 
(1) Over-all reduction in inven- 
tory. 
(2) Some selective reduction in 
variety of merchandise in some 
departments. 
(3) Reorganization of employee 
responsibilities, primarily with bet- 
ter inventory management in view. 
By neighborhood store standards, 
Magnolia Hardware is a big op- 
eration. Present sales volume re- 
quires the services of eight full- 


time people, including the owner 


and his wife. 

Operating now with an inven- 
tory of about $45,000, the store 
realizes a turnover of four times 
a year. The owner is currently 


Three-faced checkout has “speed lane” and “cash only" for busy days. 


aiming at five turns a year. 

A continuing job since acquiring 
the store has been selective re- 
duction of inventory in most de- 
partments, Mr. Miller says. In this 
he has been assisted by Bill Casey, 
store manager. 

“One way to reduce inventory 
is to reduce back room or basement 
stock,” Mr. Casey says. “This was 
the first thing we did and we elimi- 
nated about $15,000 excess inven- 
tory. 

“In Seattle we can get merchan- 
dise on order on very short notice. 
Even buying with large quantity 
discounts loses its advantage if 
the merchandise takes too long to 
sell. Our basement inventory now 
totals barely $5000.” 


Some inventory reduction has 
also been effected by elimination 
of what the owner considers to 
be surplus lines. 

“There are many good competing 
brands on the market in many 
classifications,” Mr. Miller points 
out. “A dealer can take on seven 
or eight of these and offer his 
customers a truly dazzling assort- 
ment. 

“Unfortunately, the assortment 
may be so dazzling that the cus- 
tomer just gets confused. We think 
we are much better off by reducing 
our lines in a typical department 
to two primary ones in most cases, 
and by having a full assortment 
within those lines.” 

(Continued on page 130) 
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Changing patterns in 


power mower selling 


There's no room for 


By Wm. H. Nolan, vice-president, marketing Moto-Mower, Inc. subsidiary of Dura Corp., Richmond, Ind. 


The power equipment field 
is growing and changing. 
Its profit potentials 

grow bigger each year. 

But it will take a 

special kind of retail 
selling to get these 

profits. Here’s an 
authoritative appraisal 

of the situation. 


Selling power equipment such as mowers, tillers, 
sprayers, snow throwers, is no longer a business for 
the dabbler, the dealer who sits on the sidelines, half- 
heartedly struggling to make a profit on a once-a- 
year turnover of a handful of cheap machines. 

From here on, the power-equipment business belongs 
to the dealer who makes a commitment to sell quality 
merchandise in quantities sufficient to make a profit 
and stay in business. 

This is an important development. It demands the 
attention of every hardware dealer who ever stocked 
a power mower. 

Today, the marginal dealer has reached a decisive 
fork in the road. Either he goes all the way into 
outdoor power product, offering his customers a prod- 
uct-line marked by quality and breadth and backed by 
service—or he gets out of the business altogether, 
making room for more progressive competitors. 

The alert dealer will make this decision for himself, 
lest the economics of the market decide for him— 
unfavorably. 

These conclusions are based on a recent nation- 
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wide study of outdoor power equipment which I have 
just completed. This study took me 30,000 miles, into 
41 states, and involved personal discussions with many, 
many dealers. 

Too many dealers fail to understand that the power- 
equipment industry has undergone terrific change since 
the end of World War II. In power mowers alone, 
sales have grown from 150,000 units in 1947 to 4,250,- 
000 units in 1959. 

Between 1947 and 1959 the number of power-equip- 
ment manufacturers jumped from 20 to more than 
350 firms. But more than 200 of those firms soon went 
out of business. Of the approximately 150 remaining 
manufacturers, about 15 firms account for 85 to 90 
percent of today’s output. 

Buyers and users of power equipment have changed 
a lot in these years, too. 

The average home owner has more leisure time 
today. He uses much of it to maintain and beautify 
the grounds around his home. 

Changes in the make-up of our society have resulted 
in a sharp decrease in the number of men working 
as professional gardeners. This forces more and more 
home owners to do their own yard work. 

Thanks to the wide use of power equipment, more 
women are putting in many hours working in the 
yard, doing jobs they couldn’t handle before power 
equipment became generally available. 

Consider also the increase in the number of older 
citizens who are depending on power equipment to 
relieve them of the hard work of maintaining attrac- 
tive lawns and gardens. 

Five years ago, four-fifths of all power-equipment 
buyers were then purchasing their first machines. 
Today, these same buyers are power-equipment ori- 
ented, and they’re in the market for replacement units. 
They are ready to graduate to more advanced ma- 
chines—to riding mowers, more powerful tillers, snow 
throwers, sprayers and other types of modern power 





| dabblers 


equipment. 

These buyers are more sophisticated in shopping for 
new power equipment. In 1955 the right “pitch” often 
made the difference between closing and losing the 
sale. Today’s customers, however, know what they’re 
looking for. They’re seeking advanced design, high 
quality of manufacture, appealing features, versatile 
attachments, accessible service facilities, speedy parts 
availability, and an attractive trade-in deal for their 
old machines. 

What’s more, accustomed as they are to buying 
homes, cars, appliances and even vacations on credit, 


they are looking for the power-equipment dealer who 
is able to finance their purchases on convenient terms 
—without delay or unnecessary red tape. 

It’s going to take more than a fast sales talk to 
satisfy today’s buyers. It’s going to take intelligent, 
aggressive selling of a quality product at the dealer 
level, backed by the expanding operations of power- 
equipment makers who can boast up-to-date research 
and development staffs, extensive capital resources, 
efficient and comprehensive manufacturing facilities, 
well-organized distribution networks and thorough 
marketing support. 

Successful retail selling must be based on a coordi- 
nated program. The basic requirements of such a pro- 
gram are described elsewhere in this article. A number 
of quality manufacturers of power equipment are in a 
position to offer dealers selling aids to carry out such a 
program. At Moto-Mower we have included these ele- 
ments in our Market Impact Program to do a hard 
selling job for dealers in their own markets. 

Never before was the idea that “the future be- 
longs to those who prepare for it” as appropriate to the 
power-equipment dealer as it is today. The next few 
years will see broader, but more demanding markets 
for power equipment and related lawn and garden 
products. Industry forecasts estimate power mower 
sales of 5,500,000 units by the mid-Sixties. There is 
a real opportunity to profit in this growing market. 
But profits will come only when a dealer gears his 
operations to the specific requirements of this market. 


How to make more money selling outdoor power equipment 


Here is a 4-point program for more sales of outdoor 
power equipment at a better profit. Check each 
point to find out how you can apply it to your lawn 
and garden department. 


1 Stock a well-rounded line of fast-turnover qual- 
ity products. Offer your customers variety in 
size and price so you have models to satisfy all 
the customers’ requirements. Plan your sales 
approach to permit step-up sales. 


2 Have a complete sales program. Use all aids 
available from your suppliers: newspaper and 
radio and television copy, co-operative ad money, 
direct mail pieces, folders, brochures, displays 
and banners and posters for windows and point- 
of-purchase locations. Tie-in promotional pro- 
grams from suppliers with local and store pro- 
motions to establish your store as power-equip- 
ment headquarters. Take full advantage of 


national advertising by the manufacturer. 


3 Arrange your buying practices to fit your sales 
program. Buy according to your sales promo- 
tions, to take advantage of quantity prices and 
early buying discounts. Avoid spasmodic buy- 
ing just because a price is attractive. Place buy- 
ing on a systematic basis, coordinated with your 
sales program. Don’t clutter up your inventory 
with off brand, cheap machines. 


4 Offer your customers a time-payment buying 
program. Establish a broad range for the amount 
of the down payment, and the time limits for 
paying off the balance. Then tailor specific 
amounts to the financial programs of each cus- 
tomer. Mention your time-payment plans to all 
customers. If a customer shows interest on a 
time-payment purchase, stress the amount of 
the down payment, not the total price, to over- 
come sales resistance based on price. 
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Buying Check List 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 


number on postcard on page 103, and mail 


ltem 1 
10-piece soldering kit 

This Home Plumbing-Soldering 
Kit, No. TX-1395, contains all tools 
needed for sweating copper tubing 
and soldering. A simplified “how 
to” instruction booklet accompanies 
the 10-piece kit. Items are pack- 


aged in a heavy-gauged enameled 
steel box. Retails for $13.95. Otto 
Bernz Co., Inc., Dept. HA, Roches- 
ter, N. Y. 


Item 2 
Steel chain door fastener 


This steel chain door fastener is 
the economy-priced companion to 
Slaymaker’s solid brass fastener 
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No. 38. Heavy wrought steel slide 
plate, keeper and welded steel chain 
are brass plated. Chain permits 
door opening of 3 in. Narrow %4 
in. keeper fits any door jamb. It’s 
available individually blister-packed 


or wrapped with attaching screws, 
one dozen per box. Slaymaker Lock 
Co., Dept. HA, Lancaster, Pa. 


Item 3 
Rotary mower blade display 


Red Tip replacement blades and 
adapters for rotary power mowers 
are available in a counter display 
kit with six blade sizes. Blades 
are made of heat-treated light- 
weight steel with tipped down ends 


to eliminate drag and provide a 
smoother cut. Adapters are made 
of heavy cast aluminum alloy. Cen- 
ter holes from % to 1% in. can be 
fitted; special mounts are matched 
with a 1% in. center-hole blade 
and bushing. Whiz Mow, Inc., Dept. 
HA, Hamilton, Ill. 


Item 4 
Kit of assorted fasteners 


This No. 5 Fix-It Kit holds an 
assortment of 16 popular household 
fasteners in the most wanted sizes. 
Included in the kit are thumb tacks, 
carpet tacks, brass-plated nails, 
wood screws, staples and household 
nails and braids. The nine compart- 





Here is a quick Check 
List of items described 
in the following pages 


fixie Wer 


ment clear styrene case is re- 
usable. Retails for 98¢. American 
Tack Co., Dept. HA, 175 Fifth 
Ave., New York 10, N. Y. 


Item 5 


Revolving display for tools 

This revolving floor display is 
available with the purchase of the 
Ridgid pipe tools included in the 


display. It holds 12 different 
wrenches, five cutters, a flaring 
tool, five threaders, two vises and a 
spiral reamer. Display stands 64 
in. high and is 16 in. wide. Ridge 
Tool Co., Dept. HA, Elyria, Ohio. 





Quick Index to Buying Check List 





[] 10-piece soldering kit 

Steel chain door fastener 
Rotary mower blade display .. 
Kit of assorted fasteners 
Revolving display for tools . 
Convertible key lock unit .. 
Carded light switches 

8-tooth floral bow rake 
Packaged furniture casters .. 
Acrylic-type emulsion paint .. 
Tubular glass fishing rods .. 
Holder for scouring pads . 
All-steel woodcraft vise . 
Plastic wall tile kit . . 
Automatic relief valve 

Two heavy-duty hinges .... 
24-in. riding power mower .. 
New series of water skis .. 
Handy socket wrench set . 
Newly-styled front tiller 

Tank with top-mounted pump 
lroning board pads display _. 
Portable liquid containers ... 
Dual-purpose screwdriver kit |. 
Economy soil testing kit 
Plastic doily line expanded 
Expanded spoon lure line 
Pencil-type soldering tool 
Polyethylene utility can 
Display rack for chisels 
Dispenser for nylon cord 
Lighting fixtures display 
Removable tire caster wheels 
Carded adhesives display 
Compressed air sprayer 
Modern-design cut glassware 
Modern-design can opener 
Packaged door tracks, guides ___. 
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LJ 
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[] Promotional barbecue set 

[] Spray-on rose nutrient 

[] Radio battery display unit 
[] 22 caliber carbine rifles 

[] Chain-lock counter display 
Economy-priced tennis racket 
Entrance mats display ..... 
Hose sprinkler attachment... 
21-pe drive socket set 
Expanded sprinkler pump line 
Blister packed tile sealer 
Multi-color aerosol paint 
Barbecue tools assortment .. 
Contact cement in spray can .. 
Table centerpiece set 

Line of packaged screws ... 
6-gal utility container 
Plier-type wire stripper 
Compact paint spraying unit 
Press type nuts display 
Sander with plastic housing 
Twin cassero'e serving set 
Lightweight grass trimmer 
Perforated board fixtures 
Rotating cabinet shelves 
Mildew spray special 

Steel head taping knives .. 
Bathroom accessories catalog . 
Auger bit catalog .. 
Fluorescent lamps booklet 
Shower bath head bulletin 
Gas heater line folder .. 
Pamphlet on vises 

Insect wall chart .. 

Masonry anchor folder 
Gunning catalog ..... 
Outdoor furniture folder 
Polyethylene pipe folder .. 


QooooOoOnOoOoOoOnD oOoOODOOOOCOOOOOOOO0O0O00000 


Builder's tools catalog 





Item 6 
Convertible key lock unit 


This Comet Convertible Knob 
Latch changes a lockset into a key 
lock by insertion of a key plug. All 
parts are smooth working, engi- 
neered for precision, modern in ap- 


=< 





pearance. Recommended for door 
stiles from 11% to 2% in. wide, % 
to 1% in. thick, with ™% in. hole 
installation. Security Storm Lock 
& Hardware Corp., Dept. HA, 1515 
Hart Place, Brooklyn 22, N. Y. 


Item 7 
Carded light switches 

Eagle’s Touch-A- Matic Quiet 
Switches are now individually 
carded for counter or wall display. 
Cards are 3 x 4 in. Card shows 
purpose of Touch-A-Matic Quiet 
Switch, and gives instructions on 
installation. It also has UL seal of 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


THE MOST [ae 
CONVENIENT umm 
SWITCH... 


approval, and pricing spot. Eagle 
Electric Mfg. Co., Dept. HA, 23-10 
Bridge Plaza South, Long Island 
City 1, N. Y. 


Item 8 
8-tooth floral bow rake 


This Green Thumb floral bow 
rake offers a popular garden tool 
in an easy-to-use 8-tooth floral size. 
It has one-piece forging, with 
curved teeth that dig in readily. 
Ash handle has clear, natural finish. 


(( 


The rake is fully guaranteed. Union 
Fork & Hoe Co., Dept. HA, Colum- 
bus 15, Ohio. 


Item 9 
Packaged furniture casters 

This Card-Pak tray (top), made 
of corrugated cardboard printed in 
red, black and white, holds four 
Faultless casters with free-turning 
wheels. Cardboard sleeve (bottom) 
fits around the tray, keeping cast- 
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ers free from dust or damage. 
Sleeve indicates type, size and uses 
of casters. Package may be used 
with wall or rack display, or placed 
on counter. A reference chart with 


pressure sensitive adhesive strips 
on back is also available. Faultless 
Caster Corp., Dept. HA, Evansville, 
Ind. 


Item 10 
Acrylic-type emulsion paint 

No mixing or stirring is needed 
before using Lucite acrylic-type in- 
terior wall paint. It has an extra- 
thick consistency, pigment does not 
settle. It does not drip, run or 
spatter yet can be brushed or rolled 
rapidly into a smooth even coating. 
Dries to touch in 30 minutes, may 


~ 
~~ 


be repainted in one hour, leaving 
a washable surface. Nineteen col- 
ors and two whites are available. 
Finishes Division, E. 1. Du Pont de 
Nemours & Co., Dept. HA, Wil- 
mington, Del. 


Item 11 
Tubular glass fishing rods 

This is one of Wright & McGill’s 
four Impact Action tubular glass 
rods featuring a fast taper. Impact 
Action is at rod tip, giving extra 
distance in casts, and sensitivity 
when fighting game fish. Rods 
come in fly, spincasting and spin- 
ning models. Deluxe lists at $14.95; 


Sweetheart, $19.95; Granger, 
$24.95, and Ambassador, $40.00. 
Wright & McGill Co., Dept. HA, 
1402 Yosemite St., Denver 8, Colo. 


Item 12 
Holder for scouring pads 

Here’s a Scouring Padholder, No. 
48, made of durable plastic in 
kitchen-keyed colors of black, san- 
dalwood, yellow, and turquoise. It’s 
packed with a free scouring pad on 


a colorful bubble card. Suggested 
retail is 49¢. Turner & Seymour 
Mfg. Co., Dept. HA, Lawton St., 
Torrington, Conn. 





ITEM NUMBER ON FREE POSTCARD, P. 103 


Item 13 
All-steel woodcraft vise 


This 6C all-steel woodcraft vise 
has chrome-plated handles, and 
handle balls forged from handle 
stock. Jaws are fabricated steel 
with plated cold rolled steel screw 
and screw head and malleable iron 
nut. Fits benches up to 24-in. and 
has precision slots for mounting. 
The 6C has 3 x 6-in. jaws, 7-in. 


jaw openings and weighs 10-lb. 
Columbian Vise & Mfg. Co., Dept. 
HA, 9021 Bessemer Ave., Cleveland 
4, Ohio. 


Item 14 
Plastic wall tile kit 


The Windsor Tub Area Tote 
Box contains enough plastic wall 
tile to cover an area up to 40 
sq ft. The kit includes trim, ad- 
hesive, caulking, cleaner, polish, 
mastic applicator, and instructions. 
Dealers ordering six or more kits 
will get a large, full-color display 
card, wall and window banners, 


direct mail folders, material esti- 
mator and instruction sheets, ad 
mats and radio and TV scripts. 
Miraplas Tile Co., Dept. HA, 980 
Parsons Ave., Columbus 6, Ohio. 


Item 15 
Automatic relief valve 


The Mansfield 503 assures com- 
plete temperature-pressure protec- 
tion for hot water tanks and heat- 
ers. It operates between 200 and 
210 degrees Fahrenheit, and auto- 


matically resets when temperatures 
return to normal. Features include 
heavy red brass body, test lever, 
stainless steel control spring, 6 in. 
exposed extension tube and special 
bibb washer. The unit has a *%4-in. 
inlet and outlet. Mansfield Sani- 
tary, Inc., Dept. HA, Perrysville, 
Ohio. 


item 16 
Two heavy-duty hinges 


Two heavy-duty wide throw or 
swing clear hinges by McKinney 
require no special jamb prepara- 
tion. They are for use on a 1%4-in. 
thick door with a 1-15/16-in. rabbet 
on the frame. Leaves are mortised 
into a standard 5-in. frame cut-out. 
Type T4A 3795, shown, is a 5-in. 
hinge for use on hollow metal or 
wood doors and pressed steel jambs. 
Available in a choice of Oilite or 


ball bearing. McKinney Mfg. Co., 
Dept. HA, 1715 Liverpool St., 
Pittsburgh 33, Pa. 


Item 17 
24 in. riding power mower 


This Keen-Mow Turf Rider, 24 
in. riding power mower, is a trac- 
tor type with forward, neutral, and 
reverse. It has deadman’s control 
and heavy-duty 14 gauge deck. Unit 
is powered with 3 hp Clinton en- 
gine, larger hp available. Blue 
Chip 24 in. blade is austempered, 


will not crack or break. Wheels are 
die cast with 10 in. semi-pneumatic 
tires. List price is $99.50. Keen 
Mfg. Co., Dept. HA, 222 W. 3rd 
St., Kansas City 5, Mo. 


Item 18 
New series of water skis 


This No. 1165 Standard Straight 
Pair is included in the Allan-Jer- 
vis line of water skis. It’s made 
of laminated mahogany and has 
specially designed foot gear for 
control and comfort. It features a 
single adjustment lock for adapt- 
ing to various foot sizes. All fit- 
tings are of anodized aluminum 
and will not corrode. Rubber parts 
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‘NYLON-GLIDE’ 
4-PACK 








»».@ protit-maker 
in a bubble package 


Here’s a sure seller for counter-top, 
rack or pegboard displays. 

It’s an eye-catching transparent 
package of four Bassick white nylon- 
base furniture glides. 


HOW TO SELL THEM 


Bassick nylon-base glides can’t cor- 
rode, can’t rust, can’t stain floors or 
floor coverings. They offer great floor 
protection, and they’re recommended 
for sea-coast localities, damp climates, 
the most humid rooms or atmospheres. 
Will not stain carpets that have been 
recently shampooed. 

What’s more, Bassick nylon-base 
glides give your customers quiet, easy 
furnitur. movement. Smart, modern 
styling makes these glides a credit to 
any furniture. Available in %” and 
144” diameter sizes. 

Ask your Bassick distributor about 
this fast-selling glide package today. 
THE BASSICK COMPANY, Bridgeport 5, 
Conn. In Canada: Belleville, Ont. 1.21 


STEWART-WARNER CORPORATION 
Want more facts? Circle 156, p. 103 
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will not crack or check. Allan- 
Jervis Co., Div. of Jervis Corp., 
Dept. HA, 325 Duffy Ave., Hicks- 
ville, L. I., N. Y. 


item 19 
Handy socket wrench sets 


The carrying tray of this Time 
Saver socket set is partitioned to 
keep each socket in its right place. 
This helps eliminate confusion and 


annoyance of misplaced sockets. Six 
sets are available, ranging from 
11 to 21 pieces with 4, %, and % 
in. drive. Vichek Tool Co., Dept. 
HA, 3001 E. 87th St., Cleveland 4, 
Ohio. 


Item 20 
Newly-styled front tiller 

This Rototiller Model 98 is a 
newly-styled front tiller with a low 
silhouette providing greater stabil- 
ity and easier operation. It’s pow- 
ered by a heavy-duty 3-hp engine, 


has a reverse drive, a 25-in. tilling 
swath, unbreakable self-sharpening 
bolo tines, and a swivel drag bar 
Retails for 


e 


for depth adjustment. 
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$159.50. Rototiller, Gasoline Prod- 
ucts Div., Porter-Cable Machine 
Co., Dept. HA, Syracuse, N. Y. 


Item 21 
Tank with top-mounted pump 


Flint & Walling’s line of water 
tanks features a top-mounted pump 
for increased water delivery. Pump 


has rubber hose grommets and dis- 
charge hose connections. The 42- 
gallon tank is FHA approved. The 
line includes four Bullet and four 
Convertible models. Flint & Wall- 
ing Mfg. Co., Dept HA, Kendall- 
ville, Ind. 


Item 22 
Ironing board pads display 


This three-shelf display for iron- 
ing board pads and covers is free 
with the purchase of a nominal as- 








sortment of Proctor pads and cov- 
ers. It comes in two styles, an 18- 
in. deep wall type and a 36-in. deep 
gondola. Both are 4-ft wide and 
4-ft high. Proctor-Silex Corp., 
Dept. HA, 700 W. Tabor Rd., Phila- 
delphia 20, Pa. 


Item 23 
Portable liquid containers 
Igloo’s plastic-lined portable liq- 
uid containers come in 2, 3, 5, and 
10 gallon sizes for hot or cold liaq- 
uids. Outer wall is made of gal- 
vanized steel. Urethane foam is 
used for lightweight insulation. 
Seamless polyethylene liner pro- 
vides sanitary, taste, and odor free 
container. Replaceable liner is high 
temperature resistant. Recessed 
spigot offers long life, eliminates 
heat transfer from within cooler. 
Keeper-Kord secures lid to carry- 
ing handle. Igloo Corp., Dept. HA, 
Box 7185, Memphis 18, Tenn. 


Item 24 


Dual-purpose screwdriver kit 
Vaco’s Side Arm T-Handle con- 
verts a regular screwdriver into a 
high-torque driver by changing 
blade position from tip to center 
of handle. Set includes 14 in. regu- 





APPLIANCES 


DAIRY-BAR 
Home-Styled Drink Mixer 


STAR-LITE | _ 
Portable Mixer IONABLEND 
HIGHLANDER “The Famous Blender 
Economy Mixer with the Handie”’ 


More likely than not you'll see empty spaces 
on hardware shelves displaying lona quality 
appliances. Reason: another lona appli- 
ance just sold! Replacement coming up. 


Hardware dealers looking for ‘‘sellers’’ 
rather than ‘‘sitters’’ are stocking lona, 
America’s movingest appliance line. For de- 
pendability, styling, selection, *price and 
turnover, lona’s fast becoming first. Ask 
your distributor or write for full details. 


MIXALL DELUXE *for example, where else can you get a 

Stationary 'n Portable guaranteed quality portable mixer for less 
than $7.20 with suggested retail of $11.95? 
You can't! 








IF IT’S MADE BY IONA 
YOU CAN TRUST ITS QUALITY 


LEV-R-MATIC 
Electric Can Opener 


THE [Tey *7-¥ MANUFACTURING COMPANY, ING. connecticut 


Want more facts? Circle 157, p. 103 
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BUYING CHECK LIST . 


Want more details? Just circle item number on p. 103 


lar blade, No. 2 Phillips blade, plus 
bonus 4-piece fishing kit for im- 
pulse sales. Amberyl! plastic 4 in. 
handle has extra clutch in center 
which provides powerful T-Handle. 
Retail price of the kit is $2.98. 
Vaco Products Co., Dept. HA, 317 
FE’. Ontaric St., Chicago 11, Ill. 


Item 25 
Economy soil testing kit 


Lawn and garden customers can 
test their own soil with Sudbury’s 
pH Soil Tester Kit. The kit oper- 
ates on a lime test principle rather 
than litmus paper. Included are 
charts showing pH preferences of 





Only lhoower 


BATHROOM ACCESSORIES 
OFFER SO MUCH 





b 


Send for 
new 
12-page 
illustrated 
catalog of 
Hoover 
bathroom 
accessories. 


y LIFETIME GUARANTEED TRIPLE CHROME 
PLATE will not crack, chip or peel 


" @ BiG PROFIT MARGIN, the biggest profit mar- 
gin in the industry, priced competitively 


NEW STYLING, “Orbitline” functional design 
for today’s modern homes : 


” PACKAGED SETS made up to your require- 
ments in attractive display packages 


-W ATTRACTIVE DISPLAYS, both floor and wall 


displays 


Hoover combines both beauty and quality to help you 
increase bathroom accessories sales. Two complete 
price lines are available. Ask your distributor how you 
can profit more with Hoover Bathroom Accessories. 


“Hoover's Lifetime Chrome makes Lifetime Customers” 


lnoower 


BATHROOM ACCESSORIES 
FOWLERVILLE - MICHIGAN 
Want more facts? Circle 158, p. 103 
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100 grasses, flowers and vegetables. 
The kit retails at 98¢. Larger kits 
range from $3.98 to $29.95. Sud- 
bury Laboratory, Dept. HA. Sud- 
bury, Mass. 


Item 26 
Plastic doily line expanded 


The addition of the 8%-in. No. 
838, and the 914-in., No. 839, Pic- 
turesque Doilies complement eight 
replicas of hand crocheting in the 
line. The center is illustrated in a 
choice of two colorful designs. 
Outer lacework is highlighted by a 
center of red roses, or a rendering 


of fruit. They are washable and 
stain-resistant. Available in pre- 
priced polyethylene bags, 2 for 49¢ 
for the 814-in. size, and 2 for 59¢ 
for the 914-in. size. Selfix Products 
Co., Dept. HA, 223 W. Erie St., 
Chicago 10, Il. 


Item 27 
Expanded spoon lure line 


Helin’s Swimmerspoons are avail- 
able in eight new sizes and 10 new 
colors, bringing the total line to 11 
sizes and 16 colors. Four smaller 
spoons are for small bass, rock 





bass, perch; three larger sizes are 
for pike, walleyes, large bass; larg- 
est size, Swimmerspoon 600, is for 


muskeys, salt-water trolling and 
surf casting. Helin Tackle Co., 
Dept. HA, 4099 Beaufait Ave., De- 
troit 7, Mich. 


Item 28 


Pencil-type soldering tool 
Here’s a Soldering Pencil, Model 
No. 16, for hobby and model work, 
precision instruments, and radio 
and TV parts. The %¢-in. shaft and 


5/32-in. tip permit easy access into 
crowded areas. Has long-life Ni- 
chrome Mica insulated element and 
a cool plastic handle. Screw-in tip 
is easily replaced. Lenk Mfg. Co., 
Dept. HA, Franklin, Ky. 


Item 29 
Polyethylene utility can 


Here’s a high density polyethly- 
ene utility can that will hold more 
than a gallon of beverages. It is 
freeze-proof, boil-proof, grease and 
stain resistant. Has a square han- 
dle on top for easy carrying and 
pouring. The L138 is available in 





white, yellow and turquoise. Re- 
tails for $1.29. Beacon Plastics 
Corp., Dept. HA, Newton 61, Mass. 


Item 30 
Display rack for chisels 


Here is a new package and dis- 
play rack for the Shark-O-Lite line 
of Swedish steel chisels. Called the 
1032WD Assortment, the heavy 
wire rack is free with purchase of 
every dozen chisels. The assort- 








Why 

count 
WASH Ss 
ina 

package 
sales era? 


The animals entered Noah’s Ark 
two by two, which got them aboard 
twice as fast ... but some Hard- 
ware people still count out washers 
one by one. It’s a cinch you can’t 
make money that way! 


Wrought Washer, the world’s larg- 
est producer, offers a solid seller in 
Klip-Pac . . . washers pre-counted 
and packaged in clips at competi- 
tive prices. They’re offered in all 
standard types from %e to 5% bolt 
sizes. Neatest deal you ever saw. 


You can make money from washer 
sales ... one of Hardware’s oldest 
staples ... if you sell them this 
modern way. What’s more, you sell 
more each time. Simplifies inven- 
tory, saves shelf and drawer space, 
handling costs, cuts losses ... and 
they’re pre-washed and plated! 


order from your jobber 

Ask your jobber to show you Wrought Wash- 
er’s other self-merchandising packages: 
exclusive Mil-Pac Twins, Assortments and 
Single Tubes, Standard Shelf Packs, Bulk 
Washer Containers. 


2108SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 ¢ twx MI 277 


WORLD'S LARGEST PRODUCER OF WASHERS 


WW /2/6061 /HP 


Want more facts? Circle 159, p. 103 
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Item 34 
Carded adhesives display 


A metal rack that displays three 
blister-packaged products will be 
given dealers who order Devcon’s 
adhesives. The unit is for use with 


BUYING CHECK LIST 


Want more details? Just circle item number on p. 103 





modules have an electrical connec- 
tion which permits the fixtures to 
be illuminated. To assemble, the 

















ment includes two each of sizes 
from 14-in. to 144-in. blade widths. 
The display box has a transparent 
front, opens on each side and has 
sizes marked on the flap. A push- 
out die-cut tag is at the top for in- 
dividual display. Sandvik Steel Inc., 
Dept. HA, 1702 Nevins Road, Fair 
Lawn, N. J. 


Item 31 


Dispenser for nylon cord 

Four different sizes of braided 
cord on replaceable spools make up 
this self service unit which puts 
1300 ft of cord at point of pur- 





chase. The metal dispenser has a 
front panel with space for prices 
of each size. Samson Cordage 
Works, Dept. HA, 470 Atlantic 
Ave., Boston, Mass. 


Item 32 
Lighting fixtures display 


This ceiling display for Progress 
lighting fixtures is 4 x 4 ft, and 
holds 16 fixtures. The display’s 
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fixtures are mounted to a separate 
mounting panel, then inserted into 
the display and connected by pig- 
tails and wire nuts which are pro- 
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vided. Progress Mfg. Co., Dept. 
HA, Castor & Tulip Aves., Phila- 
delphia 34, Pa. 


Item 33 
Removable-tire caster wheels 


Paydisc Removable Tire Wheels 
come in diameters of 3 thru 10 in., 
for institutional and _ industrial 
equipment. Tire is easily replaced 
by demounting separable disks. 
Wheels are rust-resistant cadmium 
plated. Wheels are available in 
annular adjustable cup and cone 





or Hyatt-type roller bearings. Tires 
come in non-marking gray, con- 
ductive or neoprene rubber. Pay- 
son-Harris & Reed, Inc., Dept. HA, 
2916 W. Jackson Blvd., Chicago 12, 
Ill. 





perforated panel board or counter 
display. It’s topped with a sign to 
promote impulse sales with owners 
of homes, autos, or marine equip- 
ment. Devcon Corp., Dept. HA, 
Danvers, Mass. 


Item 35 
Compressed air sprayer 

Home garden spraying jobs are 
easy with this compact-size com- 
pressed air sprayer. A quick Pump 
Lock securely locks pump to tank. 
Other features include a 30-in. 
heavy-duty hose, 15-in. brass ex- 
tension with adjustable nozzle, 
high-impact hand-fit handle and ex- 
tension storage clips on tank. Root- 
Lowell Corp., Dept. HA, 445 N. 
Lake Shore Drive, Chicago 11, Ill. 


Item 36 
Modern-design cut glassware 


Anchor Hocking’s Cut 409 Doric 
glassware has a modern vertical- 
line cut with dual rings cut at base 
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REE CHECK LIST SERVICE FOR HARDWARE AGE. READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


PB Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 


the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


& Circle the numbers on the card below that correspend 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


B Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


WW 


49 51 
69 

87 

106 


HARDWARE AGE. ! want details on items circled: 
36465 € 7 8 112 «13 18 . 
) 21 22 23 24 2 28 27 2 29 3132 «33°«34 





tates 


‘ 
a 


United 


248 2 


PAID BY 


the 


276 7S 2 d 285 
284 237 208 2 ; a 363 3 
7 3 3 312 3 321 
325 334 339 
343 344 348 362 357 & 
361 364 366 Q 370 375 
378 380 382 384 388 333 3 
387 388 399 400 402 406 
415 416 417 418 420 424 


if maoiled 


429 | 





POSTAGE WILL BE 
HARDWARE AGE 
Post Office Box 60 


SINESS REPLY MAIL 
Village Station 


NEW YORK 14, N. Y. 


Front cover adv. Second cover adv. 
Third cover adv. Back cover adv. 
Name 


U 


B 


No postage necessary 








Firm 

Street 

City 

State 

My wholesaler 
Wholesaler's address 


Cord is valid 8 weeks only 





Vondrak’s Hardware, Cicero, Illinois. Architect: Frank Louis Velat, Berwyn, Illinois. 
PPG products installed: CARRARA® Structural Glass; TUBELITE Doors and Frames; Polished Plate 
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pen nme 


Mr. Edward E. Schaub (left) 
and Mr. George E. Broughton 


Glass. 


20% business increase after remodeling 
with PPG Open-Vision Front 


Look at the “before” and “after” pictures. If you were a hardware customer, 
which store would you shop in? Here we see how Vondrak’s Hardware in 
Cicero, Illinois, turned their dark, uninviting building into a cheerful and 
attractive store with a PPG Open-Vision Front. Since Vondrak’s remodeled, 
their business has increased 20%. “We have attracted a better class of cus- 
tomers, including 30% more women,” say George E. Broughton and Edward 
E. Schaub, partners in the store’s operation. ““We have had excellent customer 
reaction and the results of our modernization have been even better than we 
anticipated.” 

We have testimonials from firms all over the country, telling us how their 
business picked up after they remodeled with a PPG Open-Vision Front. The 
cost of the Open-Vision Look can soon be offset by increased business, too. 
Also, there are Open-Vision Fronts for new buildings, all featuring clean, 
modern designs that are bound to attract more customers. To find out how a 
PPG Open-Vision Front can help you, send for our free booklet or contact 
your PPG branch or distributor. There’s one near you. 


Pittsburgh Plate Glass has the complete package to give your hardware store 
the Open-Vision Look: P'ttsburgh Polished Plate Glass; a complete line of beauti- 
fully finished PITTCO® Store Front Metal; TUBELITE® aluminum framed doors 
with glass panels; HERCULITE® Tempered Plate Glass Doors and WEST Tension 
Polished Plate Glass Doors, both with aluminum, bronze or stainless stee! frames: 
PITTCOMATIC® Automatic Push-pull or Mat-operated Door Openers. 


(iP) Pittsburgh Plate Glass Company 
G 


Paints + Glass + Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 





Ss e2eaeeaea eaeeeeeaaea eaGeaea & = = a a 
Pittsburgh Pilate Glass Company 

Room 1125, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 

Please send a free STORE FRONT booklet to: 
Name 

Address 

City 

State 


Store 
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Want more details? Just circle item number on p. 103 


(Continued from page 102) 
and top. Glasses are priced at 25¢ 
each, shipped 3-dozen per carton. 
Glasses and shipping weights per 
carton include: (top, left to right) 
No. 3610/409, 5 oz tumblers, 13 Ib; 
No. 3665/409, 7 oz old fashioned, 


17 lb; No. 3602/409, 4 oz cocktail, 
10 lb; (bottom, left to right) No. 
3613/409, 12 oz tumbler, 23 Ib; 
No. 3614/409, 10 oz tumbler, 20 lb, 
and No. 3613/409, 8 oz tumbler, 18 
lb. Anchor Hocking Glass Corp., 
Dept. HA, Lancaster, Ohio. 





BE STUBBORN...INSIST 
ON SUN RAY STEEL WOOL! 


Don't accept ‘“‘just any’’ steel wool, Mr. Dealer. Insist 
on Sun Ray’s high-quality, competitively-priced products 
every time you order! Sun Ray’s new, colorful, job-size 
packs encourage self-service and impulse buying. Cus- 
tomers appreciate the helpful information on every 
package . . . ask for Sun Ray again and again! Retailers 
report 4-time turnover, average 40% profit margin! Sun 
Ray supports your sales efforts with consistent mag- 
azine advertising . . . offers you newspaper mats, 
literature sheets and direct mail aids. Order Sun Ray 
from your jobber today, or write for free literature to: 
THE WILLIAMS COMPANY, LONDON, OHIO 


$64 “han PEG PR Ot Pre te 
“ee SRe cLiC Melis 


STEEL 


TWIN PACK with 16 Layer-Built 
pads divides into two 8-pad pack- . 
ages... 7 grades, “0000 to “3. 
3-IN-1 PACK holds 6 Layer-Built 
pads .. . two each of fine, medium 
and coarse grades. 


Want more facts? Circle 160, p. 103 
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Item 37 
Modern-design can opener 


This Can-O-Mat Slimline can 
opener, Model No. 261, is designed 
for the modern home. It opens all 
cans regardless of shape or size. 
It has three operating positions, 
hardened tool steel cutting wheel 
and removable magnet that holds 
can lids securely. Model 261, with 


square-shaped handle and stainless 
steel sides, retails at $6.98. Model 
AK 361, chrome and stainless steel, 
retails at $7.95. Wood Tone opener, 
Model WT-362, retails at $7.95. 
Rival Mfg. Co., Dept. HA, 36th & 
Bennington, Kansas City, Mo. 


Item 38 
Packaged door tracks, guides 


Engineered Products’ merchan- 
dising packages for door tracks and 
upper guides are made of heavy- 
duty clear polyethylene which can 
be hung on wall displays. Packag- 
ing makes assemblies easier to han- 
dle, and keeps them neat and clean. 
Aluminum or polystyrene tracks 
and guides are available for use on 
Wa, Y% and % in. sliding doors. 
They come in 3, 4, 5, and 6 ft 


lengths. The Engineered Products 
Co., Dept. HA, Box 108, Flint, 
Mich. 





Item 39 
Promotional barbecue set 

This promotional barbecue set 
contains a 30-in. wide table and 
two 12-in. wide benches of redwood 
on sturdy polished aluminum 


frames. .dges are beveled for 


evenness and to prevent chipping. 
Understructure is stripped with 


extra wood to prevent warping. 
Retails for $27.95. All-Luminum 
Products Inc., Dept. HA, 36th & 
Reed Sts., Philadelphia 46, Pa. 


Item 40 
Spray-on rose nutrient 


Instant Vigoro Rose Food crys- 
tals can be dissolved in water for 
spraying or sprinkling. A 3 lb 
package makes 75 gallons of solu- 
tion. A garden hose spray attach- 
ment with instructions for feeding 
correct proportions is also avail- 
able. Agricultural Chemical Divi- 
ston, Swift & Co., Dept. HA, Chi- 
cago 9, Ill. 


Item 41 
Radio battery display unit 


Eveready’s Radio Battery As- 
sortment, No. 78, fills dealers’ needs 
for a complete, balanced battery 


department in one compact display Item 42 

unit. Unit is made of grained wood 922 egliber carbine rifles 
with clear plastic front and metal 
grill sides. Merchandise assort- 
ment includes seven types of 
Eveready radio batteries. Assort- 
ment also includes banners, window 
signs, retail price card, catalog and 
reference guide. A special Power 


Mossberg’s 1961 line of rifles in- 
cludes two 22 caliber carbines. 
Model 642K Magnum (top), has 
an overall length of 38% in., and 
weighs 5 lb. It also has a hinged 
2-position fore-end of black Tenite 
EE gene and adjustable black web carrying 
Boys display kit is given dealers strap. Retail price is $39.88. Model 
who place orders for $50 worth of 402 Palomino (bottom), weighs 4%, 
portable radio batteries. Union lb and is 3734 in. long. It has 
Carbide Consumer Products Co., check-notched pistol grip and fore- 
Dept. HA, 270 Park Ave., New _ end, sling swivels and barrel band. 
York, N. Y. Magazine holds 20 short, 15 long, 








ELLER 
YOU is MAKER: 


NYLON-Reinforced 
BRAIDED COTTON 


Has 25% more tensile strength! 


PLANET 


CLOTH ESLENE 


Highest quality made in the low price line 
Less stretch, longer life 

Customer-attracting, self-selling packages 
40% Profits Plus 100% Customer Satisfaction! 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


“World’s most complete line of cordage products”. 
Want more facts? Circle 161, p. 103 
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Want more details? Circle 


or 13 long rifle cartridges. Retail 
price is $68.88. O. F. Mossberg & 
Sons, Inc., Dept. HA, 131 St. John 
St., New Haven, Conn. 


Item 43 
Chain-lock counter display 


Here’s a counter-top display for 
COMPACT SELF-SERVICE STORAGE Truson’s key operated chain lock 


called Trulok. It is die cut in the 


shape of a house, and allows cus- 
for fifty 50 lb. cartons of nails tomers to operate the lock by fol- 


You can load this new 50 compartment Revolvo with 2500 lbs. ae 
, Sie ; , ‘ Now for added S47°Y 

of nails and similar items in the space formerly occupied by A vhain-lock your door 

25 compartments. Ali of it is readily accessible—below eye cx THE OUTSIDE TOO! - 

level. Constructed of heavy-gauge steel, Revolvo is durable, a 

long lasting. 


MODEL 25B-10 44” DIA. x 56” HIGH 


complete information on 
MODEL 25B-10 and the 


complete Revolvo line. it 
The Frick-Gallagher Mfg. boy 


a 
= 
Co., Weliston, Ohio. QUALITY & 

x 


lowing instructions printed on the 
display. It’s 15-in. long by 18-in. 
high by 3%4-in. wide. Truson Corp., 
Dept. HA, 146 Old Country Rd., 
Mineola, N. Y. 


BONDERIZED 


REVOLVO : REVOLVO NAIL BIN DISPLAY 
counter | PARTS CASES | an Bins COUNTERS COUNTERS Item 44 





Economy-priced tennis racket 


—"_——_aae . 
SAS es aoe ~ gi tl This MacGregor Tournament 
2 8 | tennis racket is an economy priced 


model with multiple laminated 
frame. Has natural beech high 
crown horseshoe overlay with white 

















Want more facts? Circle 162, p. 103 
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fiber bonded throat. The long han- 
dle pallet is finished natural, with 
red, gold and black trims. Has 
perforated and skived brown leath- 
er grip in 4% and 4°%-in. sizes. 


Racket is strung with Multi-Fil 
nylon. Draper-Maynard Co., Dept. 
HA, 4861 Spring Grove Ave., Cin- 
cinnati 32, Ohio. 


Item 45 
Entrance mats display 


Ace Rubber’s entire line of en- 
trance mats can be displayed on 
this steel rack. A series of tiers 


WELCOME ENTRANCE MATS 


; 


each hold the different size mats. 
On each side of the display are six 
hangers for mats which are rolled 
and wrapped. Ace Rubber Prod- 
ucts, Inec., Dept. HA, 100 Beech 
St., Akron 8, Ohio. 


Item 46 
Hose sprinkler attachment 

This Sprinkler Cane garden hose 
attachment is made of long-wear, 
impact-resistant plastic. Sprinkler 


head directs a spray of water to 
individual plants, trees, shrubs. 
Step-saving shut-off valve is in 
handle. Supplex Co., Division of 
Amerace Corp., Dept. HA, 225 
North Ave., Garwood, N. J. 


Item 47 
21-pe drive socket set 

A new series of seven 4-in. drive 
deep sockets (4-in. through ™%- 
in.) universal joint, nine %-in. 
drive standard sockets (3/16-in., 
through %-in.), and the 60-position 
S-K ratchet and three accessories 
comprise this 2l-piece drive socket 


set. It’s packed in a steel box with 
baked enamel finish. A Twin-Pack 
counter merchandiser is free with 
purchase of two sets. S-K/Lectro- 
lite, Dept. HA, 3535 W. 47 St., 
Chicago 32, Ill. 


Item 48 
Expanded sprinkler pump line 


Three pumps have been added to 
Aqua-Lawn line of sprinkler pumps. 
Series XSL pumps are in 1, 1%, 
2 hp sizes with capacities up to 4320 
gallons per hour. Pumps feature 
positive, fast priming. They’re 











BIG DEMAND 


FAST TURNOVER 


generated by 


Turnbuckles’ hardware and bright wire goods 
enjoy a high rate of re-order among dealers 
everywhere. A reputation for good merchan- 
dise, topnotch service and up-to-the-minute 
packaging for self-service mass merchandis- 
ing, are the reasons. Complete line. Call your 
jobber or write for catalog and prices today! 


“ONE GOOD TURN (BUCKLE) DESERVES ANOTHER” 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 


Want more facts? Circle 163, p. 103 
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self-purging, will not vapor lock, 
and require no foot or check valve. 
Mechanical seal is self-adjusting 
for wear, needs no _ lubrication. 
Goulds Pumps, Inc., Dept. HA, 221 
Black Brook Rd., Seneca Falls, 
Nau. 


Item 49 
Blister packed tile sealer 


Seal Rite’s Tile Fix tub, sink and 
shower sealer is blister packed on 
a 3-color card. Cards are displayed 


in an open-view carton. The 7 oz 
tube of sealer, in white only, has 
a built-in applicator nozzle. Blister 
packs come 12 units to a display 


carton. Seal Rite Caulking Co., 
Dept. HA, 119 N. 11th St., Brook- 
lyn 11, N. Y. 


Item 50 
Multi-color aerosol paint 


Kerpo multi-color aerosol paints 
dry quickly to a smooth, washable 
finish that will not scratch, chip, 
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or fade. Two or more colors are 
sprayed simultaneously from the 
can. Spray is odorless. Contains 
less than 1 percent lead. Aerosol 


package is pressurized with Ucon 
propellants. Paint can be used on 
new or previously painted plastic, 
wallboard, masonry, wood, wall- 
paper or metal trim. It comes in 
nine color combinations. Kerr 
Chemicals, Inc., Dept. HA, Box 
189, Des Plaines, Ill. 


Item 51 
Barbecue tools assortment 


Androck’s No. 1961 Assortment 
is a selection of 20 barbecue tools, 
123 pieces in all, with retail value 
of $245.46. The tools are of stain- 
less steel with Navajo branded 
hardwood handles. The display 
fixture is a section of rustic fence 
attached to tubular steel uprights. 
The unit requires 64%4-sq ft of 
floor space. Washburn Co., Dept. 
HA, Worcester, Mass. 


Item 52 
Contact cement in spray can 


Bestwood Spray-A-Bond contact 
cement comes in a 16-o0z aerosol 
can. It’s useful in the shop or home 
for bonding paper, cloths, leather, 
rubber, glass, wood and metals. 
Spray-A-Bond is packed 12 cans 
per carton, with shipping weight 
of 12 lb. List price is $1.69 per 














(Advertisement) 


TRUE TEMPER 
ADDS IT 
ALL UP > 


This advertisement is part of an im- 
portant new series of True Temper 
messages now appearing in Time 
magazine. 


Time’s 4,500,000 readers are not only 
excellent customers for you—they 
are leaders and trend setters. Their 
opinions influence others, and add a 
broad new dimension to the power 
of True Temper advertising. 


How does it add up for you? Each 
True Temper product gains in value 
from association with the others. And 
because it appears on so many quality 
products that people know and want, 
the True Temper name adds to your 
selling power. This is one of the most 
important things a manufacturer can 
give you: a name that people recog- 
nize and trust. 


The first advertisement in 
this new True Temper series 
appeared in Time, March 24. 
Others will be seen in the 
issues of April 21, May 19, 
June 16 and July 14. 


> 
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0: el” File 


ONE STRIKE tells you there’s something special about 
a rod and reel from True Temper. There’s a lot of 
“fisherman’s luck” built right into this fishing gear. 


be ica 
ss 


Ree i i ii es *ontng a mteagit s 
cen, ai nog a se ag see ogy 
eo 5 Rit ee Aes ‘ sino 
OR ; moe Raa, ae , We 


ONE SWING with a True Temper Rocket and you can 
fee] the incomparable “balance of power’’ that has made 
it America’s most popular hammer in any price class, 


In one split second it all adds up 


T HAPPENS when you feel the 
impact of your hammer sink a nail 
deep into tough wood. When you feel 
your rod flex to hook a fighting fish. 
When all the power of your body 
flows down your golf shaft and the 


GIRUE TEMPER. 


ONE SWIPE of a True Temper spring-braced 
lawn rake and your grass comes clean. Because those 
strong steel tines flex to hug the ground like fingers. 


ball becomes a blur against the sky. 

In this split second, all you’ve ever 
learned about what you’re doing, and 
all we’ve learned about making the 
tools with which you do it, come to- 
gether. This is where everything we’ve 


done to give all the things we make 
just the right weight and balance 
and precision pays off. 

It is our particular “moment of 
truth” here at True Temper. We are 
proud to share it with you. 


makers of quality hammers, axes, 
sledges; garden, lawn and farm tools; 
fishing tackle and golf shafts. 


ONE STROKE with a True Temper shafted wood or 
iron and you'll never go back to clumsy clubs. “‘Controlled 
flex’’ means as much to your swing as follow-through. 


" “a . ; . mY) % 
| er Sy tee 
i: 


Want more facts? Circle 164, p. 103 
HARDWARE AGE, April 20, 1961 © 111 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 103 





CEMEN | 
| gag Nader 
egy See 


ean; dealer’s price is $1.01. Best- 
wood Corp., Dept. HA, 49 Empire 
St., Newark 5, N. J. 


Item 53 
Table centerpiece set 


This modern 4-piece Centerpiece 
Set, No. 770-D, consists of an ob- 
long fruit bowl, two candle holders, 


No. 757-B, and a candle snuffer, No. 
AB543. Fruit bowl has a Lustre- 
Brite brass-plated finish, ball feet 
and plastic covered handles. Set is 
individually boxed in reshipper car- 


ton. Suggested list price is $5.98 
per set. Shipped six sets to a mas- 
ter carton weighing 15 lb. Artistic 
Wire Products Co., Dept. HA, Taft- 
ville, Conn. 





Item 54 
Line of packaged screws 


Eleo Tool’s Fas-N-It screw as- 
sortment contains 60 of the most 
popular sizes of plated wood screws, 


sheet metal screws and stove bolts. 
The R-61 assortment comes com- 
plete with revolving display mer- 
chandiser. The individual packages 
which retail for 25¢ each are de- 
signed to be displayed on the 
counter or hung on hooks. Refills 
or back-up stock come packaged in 
a dispenser-type carton which can 
also be hung on hooks. Elco Tool & 
Screw Corp., Dept. HA, 1111 Sam- 
uelson Rd., Rockford, Ill. 


oo C—O —eP 





IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 
low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 


205 GRAPHITE . . . the lubricant with a thousand uses . . . is 

available in case lots of 1 and 5 pound packages, 25 pound 

drums and 50 pound bags. 
Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION « SAGINAW 9, MICHIGAN 
Want more facts? Circle 165, p. 103 
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This year...Promote for Profit with... 


ELEY AMMUNITION 


THE BETTER QUALITY 
NATIONALLY ADVERTISED 
AMMUNITION 


Take advantage of: 

Best British Manufacture .. . 
i Standard American Ballistics . . . 
No Fair Trade Restrictions . . . 
By selling ELEY Ammunition! 

ELEY sells for 10% 


less than 
ammunition. Sell at competitive pri 
make an extra 10%. The che 


SHOTGUN SHELLS 


25 PACK and ALEM* 10 PACK 


And don't forget the much talked of ELEY Sell ELEY shotshells in pre-ticketed 10 

22 CB Caps, perfect for indoor target shoot- PACKS for $1.10 . . . or in standard boxes 

ng . . . along with 22 short, long rifle and of 25's... e in fast selling 10 
long rifle hollow points. packs too. 

Wire, write, phone today . . . get your prices 

” mae that give you mere in 


Advertised Nationally in 
e American Rifleman 

e Field and Stream 

e Guns Magazine 

© Outdoor Life 

e Successful Farming 


S. E. LASZLO — House of Imports 


25 Lafayette St., Brooklyn 1, New York, MAin 4-5251 
Want more facts? Circle 166, p. 103 





Item 55 
6-gal utility container 

The Targetware trash Can, 
X-75C, is a versatile 6-gal utility 
container for household and com- 
mercial uses. Molded of polyethy- 
lene, and has metal handle-locks 
with flip-action for positive closure 
of fluted cover. It measures 
13°.-in. in diameter and 17%.-in. 
high. Retails for $2.98. Columbus 
Plastic Products, Inc., Dept. HA, 
Columbus 23, Ohio. 


Item 56 
Plier-type wire stripper 

Holub’s all-steel wire stripper 
works like pliers to strip insulation 
from both stranded and solid wire. 
A single squeeze strips wire clean. 
Arm automatically drops to hold 
jaws open to prevent crushing of 
stranded wire. A second squeeze 
releases arm. Stripping blades are 
removable for sharpening. Three 
sizes are available: Model No. 
AS-02, for Nos. 22-10 wire; Model 


Model No. AS-3, for Nos. 14-8 wire. 
Overall length of stripper is 7% 
in.; weight is 12% oz. Priced at 
$5.65. Holub Industries, Inc., Dept. 
HA, Sycamore, Ill. 


Item 57 
Compact paint spraying unit 
Sprayit 600 11-lb unit features 
one-piece housing for motor and 
compressor. Air displacement is 
approximately 2 cu ft per minute. 
Oil-less diaphragm type motor- 
compressor is enclosed in an 8 x 8 


phragm is guaranteed for 1000 
hours or three years. Aluminum 
gun has pattern adjustment from 
about % in. to 10 in. The unit is 


priced at $34.95. Sprayit Division, 
Thomas Industries, Inc., Dept. HA, 
207 E. Broadway, Louisville, Ky. 


Item 58 
Press type nuts display 

Each of the Replac-A-Nut Handy- 
Paks on this display contain seven 


assorted press type nuts most 
commonly used. Twenty-four of the 


AS-2, for Nos. 18-10 wire, and x 5 in. aluminum housing. Dia- paks are mounted on the 11 x 14-in. 





Every day more dealers ACCLAIM General’s 


PROEFIT-MATES 


Jobbers from coast-to-coast re- 
port constant dealer commenda- 
tion of General’s PROFIT- 


MATES—Fuel Oil Filters and 
Moisture- Matic Humidifiers. Easy 


to install with only a slight 
chance of call backs for adjust- 
ments, they are both sure-fire 
profit-makers. If you aren’t ac- 
quainted with General’s PROFIT- 
MATES order a half-dozen pack 
of each from your jobber and 
learn how they earn ADDED 
profits on any service call. 


Goncrol FUEL OIL FILTERS | Geeee*”Moisture-Matic HUMIDIFIERS 


Efficiently designed so that two sizes fit all home plants. — simplicity and Fite RN vin emg meyers 
Replaceable wool felt cartridges (the finest) trap all ation make the General the ideal Humidi ier for any 
moisture and prevent any clogging. Special seal, Buna hot-air plant. Chrome-plated valve, life-time neoprene 
gaskets, and plastic finish resist most acids, oils, and diaphragm (no float!), and corrosion-proof pan makes 
corrosion. Cast iron and steel construction for |-o-n-g the General your safest installation for continued cus- 
life. Your best choice for dependability! tomer satisfaction. 


Ask Your Jobber for General's PROFIT-MATES 
GENERAL FILTERS, INC. 


43800 Grand River Avenue e Novi, Michigan 
Want more facts? Circle 167, p. 103 








IN CANADA 

Canadian General Filters, Ltd. 
39 Crockford Bivd. 
Scarborough, Ont. 


\c 
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impulse display card, and are pre- Item 59 

priced at 29¢. Dealer cost per card Sander with plastic housing 
is $4.18. Total retail value is $6.96. This Model 
Dealer profit is $2.78. Twelve dis- 
play cards are packed per unit 
shipping case. Necessa Products 
Co., Dept. HA, 1091 Stuyvesant 
Ave., Irvington 11, N. J. 


77 sander is 


straight line action sander with a 
5/32-in. stroke. Removable knob 
adapts sander for left or right 
hand operation, and allows free ac- 
cess into corners. It has an all- 





KEY-ORAMA 


HOUSEHOLD KEY 
ASSORTMENT 


Stop turning away those custom- 
ers who need these extra-profit basic items. . . . Now, 
for the first time, an assortment of fully finished keys 
to fit these useful household items. 


KEEP YOUR ’ GE: 


LPO S' 98 a aenen Geren. Era. Bi PHILADELPHIA 32, PA 


MFRS. OF NIGHT LATCHES, PADLOCKS, DOOR KNOBS, KEY BLANKS AND BUILDERS’ HARDWARE SINCE 1922 


Want more facts? Circle 168, p. 103 
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plastic housing and uses a high 
impact plastic sanding plate. The 
reciprocating heavy-duty motor de- 
sign gives 14,400 strokes per min- 
ute. Weighs 5%-lb and retails for 
$19.95. Carries a one year guar- 
antee. Weller Electric Corp., Dept. 
HA, Easton, Pa. 


Item 60 
Twin casserole serving set 


The Diamond Row is a twin 
casserole serving set consisting of 
two l-qt round casseroles nested in 
a lacquered brass serving frame 
with over-hand handle. Casseroles 
are milk-white Glasbake with dia- 


mond decoration in dusky rose. 
Suggested retail is $3.94. Thatcher 
Glass Mfg. Co., Inc., Dept. HA, 
Jeannette, Pa. 


Item 61 
Lightweight grass trimmer 


The Lawnmate Grass Trimmer, 
Model T-70, cuts a 5-in. swath to 
quickly trim lawn edges down to 
desired size. Unit weighs 4-lb., 
and has a slide-type switch which 
controls the 115-volt AC motor 





for 12,000 rpm no load speed. Two- 
piece handle requires minimum 
storage space. An auxiliary handle 


is included for extra convenience. 
Suggested retail is $17.95. Port- 
able Electric Tools, Inc., Dept. HA, 
Geneva, Ill. 


Item 62 
Perforated board fixtures 


This Starter Workshop Kit con- 
sists of 19 self-locking perforated 
board fixtures, toolholders, an as- 
sortment of several sizes of 
straight, curved, and all-purpose 
hooks, and four each of the neces- 


Sary mounting spacers, anchors 
and screws. In addition to work- 
shop use, it can be used for storing 
items throughout the home. Retails 
for $1.10 each. Turnbuckles, Inc., 
Dept. HA, Box 333, Michigan City, 
Ind. 


Item 63 
Rotating cabinet shelves 


Adjusto Rotary Shelves for cor- 
ner kitchen cabinets have no space- 
wasting center post. Four sizes, 18, 
20, 24 and 28 in., can be adjusted to 
various heights. Shelves have cop- 


pertone finish and ball bearing roll- 
ers. Knape & Vogt Mfg. Co., Dept. 
HA 658 Richmond Ave. NW, Grand 
Rapids 4, Mich. 


Item 64 
Mildew spray specisi 

Customers doing spring cleaning 
or summer storing will be traffic 


for De-Moist Mildew Spray. It 
kills and prevents mildew on sur- 





Sell More Tacks 


AND RELATED ITEMS 


DON’T FORGET 


TACKS 


Get the sizes you need 


for screens carpets, 
re-upholstering and | 
other jobs at home! | 


© 
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with FREE CROSS DISPLAY RACKS 


CROSS HAS THE 
COMPLETE 
LINE 


You know that people who 
need tacks always buy re- 
lated items, hammers, cut- 
ters, wire, and screen. Make 
it easy for them, Keep your 
tack stock orderly and out 
front! The new Cross AC- 
TIVE SILENT SALESMAN 
DISPLAY is designed to 
stand as an easel or hang as 
a peg board. Wonderful 
for self-service. No deals 
required — get as many as 
you need. Order only the 
sizes of Cross Tacks, Staples, 
Double Points, Wire Nails, 
and Brads that you require. 
Cross has the complete line. 
Ask your jobber. 


W. W. CROSS & 
COMPANY 
Jaffrey, New Hampshire 
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= SUAPDY HOME VALUES" Want more details? Circle 


Item number on page 103 
x Tube FREE with every dozen 


DURO-PLASTIC ALUMINUM, Liquid STEEL and E-POX-E GLUE 


PLUS- FG 4) 1D [) ozen 
FREE iow and then some * 


Merchandising Aids SG CPN gives you a special recipe for extra profit! 


Here's the best HARDWARE WEEK 
SPECIAL we've ever had for you. 
Not one, not two, BUT THREE 
SPECIALS on the fastest 
selling items . . . in the 
nation’s fastest selling fix- 
it line. All are backed by 
the biggest advertising pro- 
gram in DURO-PLASTIC 

history. 


Mother - in-law Approved Promotion 


“EXTRA SPECIAL! . 


IN 





faces and clothing, rugs, luggage, 


| You really get 14 tubes for the price of 12 furniture. Early Bird Special in- 
\ because in every Baker's Dozen there is a 


stock Numbers valuable coupon. 12 of these coupons eam § | troductory offer includes an assort- 
you one dozen tubes FREE of any DURO- Sto is j j 
-SPA-1 DURO-PLASTIC ALUMINUM _Offer PLASTIC 69c item: LOCK-it, Darn, ment of 4 units of De-Moist Mildew 


e BD 

® BD-LS-1 Liquid STEEL Expires >. poe LS la a Spray plus 9 units of De-Moist Air 

© BD-EPX-1 DURO-PLASTIC E-POX-EGLUE April 30, 1961 al in each carton. = Dryer. Dryer checks dampness that 
re 


THE W 0 0 pD M4 | [ [ CHEMICAL CORPORAT causes mildew, musty odors and 
1390 East 34th Street - Cleveland tPORA 1ON rust. Dealer cost of special is 
“Originators and World's Largest Manufacturers of PLASTIC ALUMINUM” $15.83, dealer profit is $12.14. G. 


Want more facts? Circle 170, p. 103 N. Coughlan Co., Dept. HA, 29 


Spring St., West Orange, N. J. 
NEW, LOW PRICES .. 
Steel head taping knives 
A durable steel head for setting 


nails is riveted in the end of 
Re-usable Menders & Couplings for Plastic or Rubber Hose | Warner's Steel Head line of taping 
knives. Handle is made of solvent 
proof plastic. Polished blades are 
extra thick steel, micro-taper 


ground for flexibility. Each tool is 
mounted on a gold and black dis- 

















PATENT NO. 2,725,246 


Revolutionary, new KLAMPONS are now in the same 


price range as old-fashioned menders and couplings 


@ KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 


or couple two pieces of plain-end hose. Just insert hose ends and press 
the lever down. 


© KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
@ KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 


@ Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individuall ie EES . . 
visual-packed for self-service. / / y play card. Knives are available in 


® Made of solid, rust-resistant metal, with tempered steel spring. 4, 5, and 6 in. widths. Warner 
Ask your jobber or write us for name of nearest supplier Mfg. Co., Dept. HA, 801 Sixteenth 
WRITE FOR 1961 GARDEN CATALOG ° FRANKLIN METAL & RUBBER CO., HATBORO, PA. | Ave., SE, Minneapolis 14, Minn. 
Want more facts? Circle 171, p. 103 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 103 for your copy 


ITEM 81 — BATHROOM ACCESSORIES 
CATALOG — Features Grote’s_ ex- 
panded line of bathroom cabinets 
and accessories, wall-hung mirrors 
and fluorescent lighting fixtures. A 
new price list is included. Grote 
Mfg. Co., Dept. HA, Madison, Ind. 


ITEM 82— AUGER BIT CATALOG— 
Contains new items by Irwin in- 
cluding the new family of Strait- 
Line products. A buying guide to 
help order balanced stocks is also 
included, along with a section on 
packages and display merchandis- 
ers. Irwin Auger Bit Co., Dept. HA, 
Wilmington, Ohio. 


ITEM 83— FLUORESCENT LAMPS 
BOOKLET—Describes the new line 
of High Efficiency fluorescent lamps 
by Westinghouse. It tells how the 
lamps provide more _  footcandle 
levels immediately, substantially, 
and economically. Westinghouse 
Lamp Div., Westinghouse Electric 
Corp., Dept. HA, Bloomfield, N. J. 


ITEM 84—SHOWER BATH HEAD BUL- 
LETIN—Gives all specifications on 
Rain Jet Corp.’s new shower bath 
head, model 8-100. Rain Jet Corp., 
Dept. HA, 301 S. Flower St., Bur- 
bank, Caltf. 


ITEM 85—GAS HEATER LINE FOLDER 
—This 4-page folder gives com- 
plete information and specifications 
on the Brilliant Fire MTW Fire 
Light and MOT Deluxe Console 
models of gas heaters. Ohio Foun- 
dry & Mfg. Co., Dept. HA, Box 
191, Slack St., Steubenville, Ohio. 


ITEM 86— PAMPHLET ON VISES—- 
Here’s a colorful and handy pam- 
phliet listing Wilton’s vises and 
their uses. Descriptions and dimen- 
sions are given for the machinists’ 
vises, combination pipe and bench 
vises, etc., No. 712. Wilton Tool 
Mfg. Co., Inc., Dept. HA, 9525 Irv- 
ing Park Rd., Schiller Park, Ill. 


ITEM 87—INSECT WALL CHART— 
Lists the damage caused by various 


insects and the methods for con- 
trolling the damage. 
colors. Velsicol Chemical 
bept. HA, 
Chicago 11, Il. 


ITEM 88—MASONRY ANCHOR FOLDER 
—Contains tips for fastening fix- 
tures to all kinds of masonry with 
one-piece nail-anchors. Photo- 
graphs and drawings of the Nailin 


anchor are included. Rawlplug Co., | 
Inc., Dept. HA, New Rochelle, N. Y. 


ITEM 89—GUNNING CATALOG—This | 
1961 Guns-Ammunition-Scopes cat- | 


alog contains prices and complete 
descriptions for Eley 


volvers, riflescopes and 
scopes. S. E. Laszlo-House of Im- 


ports, Dept. HA, 25 Lafayette St., | 


Brooklyn 1, N. Y. 


ITEM 90 — OUTDOOR FURNITURE | 
FOLDER — Describes and illustrates | 


the 1961 Beauty-Fold line of out- 
door furniture. All items are shown 


in full color, and all specifications | 


are given. All-Luminum Products 
Inc., Dept. HA, 36th & Reed Sts., 
Philadelphia 46, Pa. 


ITEM 91 — POLYETHYLENE PIPE | 
FOLDER—Explains the features and | 
durability of pipe made from Tenite | 
polyethylene, including many of its | 


uses. Folder is entitled 


Questions 


current 
“Some 


Chemical Products, Inc., subsidiary 
of Eastman Kodak Co., Dept. HA, 
Kingsport, Tenn. 


ITEM 92—BUILDER’S TOOLS CATALOG 
—Pictures and describes over 1,000 
machine and hand tools used by 
trowel tradesman, trowel trades 
contractors, and general contrac- 
tors. Also shown are four machines 
for mechanical drywall texturing. 
Traditional hand tools are included. 
Goldblatt Tool Co., Dept. HA, 1910 
Walnut St., Kansas City 41, Mo. 





The 42-in. | 
square chart is printed in three | 
Corp., | 
330 E. Grand Ave., | 





shotgun | 
shells, RF and CF ammunition and | 
Hy-Score Air guns, shotguns, re- | 
spotting | 


and Answers | 
about Polyethylene Pipe.” Eastman | 





NEW 
ONE PIECE 


CUSHION GRIP 
Slsiby AQ 


by Bridgeport’ 





SAFER 


One piece construction 
guarantees against com- 
ing apart — handle can’t 
break — head won't fly 
off. Neoprene handle 
contoured for greater 
comfort. 


STRONGER 
One single piece of solid 
drop-forged stee] — 
scientifically hardened 
and tempered. 


LASTS 


LONGER 
Neoprene Grip can’t be 
hurt by oil, water, tem- 
perature extremes. 


BEAUTIFUL 


DESIGN 

Bright red, baked enamel 
finish is a proven fav- 
orite — attracts impulse 
sales. Polished poll and 
keen-honed bit for max- 


imum sharpness. 
$ 4° 
RETAIL 


complete with 
leather sheath 











THE BRIDGEPORT HARDWARE MFG. CORP 
Bridgeport 5, Conn 
Want more facts? Circle 172, p. 103 
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_ C. Stearns Hardware new warehouse has ample room for parking, outdoor storage, and for expansion. 


Stearns warehouse whittles 
operating costs 


Here is a new warehouse planned to use modern equipment and 


methods for faster service in filling dealers’ orders that enables 


wholesaler to cut away at ever mounting operating costs. 


The drive by wholesalers to re- 
duce operating costs, and to make 
their businesses of greater service 
to dealers, takes some unusual 
turns in the building of new ware- 
houses. That is what happened 
when F. C. Stearns Hardware, 
Inc., wholesaler at Hot Springs, 
Ark., decided to build. 

The unusual turn was in the 
approach of company officials to 
the initial planning. 

The broad outlines of layouts for 
efficient handling of merchandise 
to storage, and of filling orders, 
were known. But what about that 
sizable annual expense item: In- 
surance on the building and con- 
tents? 

The answer to that question 
company officials did not know. 
So, they went to the insurance in- 
dustry to ask “what are the fea- 
tures in a warehouse that reduce 
insurance costs to the lowest 
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level?” The insurance industry’s 
answer was the starting point for 
construction plans. 

Certain operating advantages 
were obvious to management of a 
new, one-story warehouse on a 
roomy site out in the country. For 
example, orders could be filled 
faster because the problems of 
moving goods up and down on 
jammed elevators and sidewise be- 
tween three warehouses would be 
eliminated. Truck congestion in 
a city location could be eased for 
faster loading of orders and 
quicker unloading of incoming 
merchandise. 

Company officials were aware of 
the need for a new warehouse to 
stop what W. M. Anderson, Jr., 
president and sales manager, 
termed “trying to do today’s busi- 
ness with yesterday’s methods and 
equipment.” In the old warehouse 
set up—three scattered buildings 


near the center of Hot Springs— 
operations were at peak capacity. 
Overhead went up with volume. 
More orders meant more overtime 
to fill them. 

Here is what the new F. C. 
Stearns Hardware, Inc., warehouse 
is like, a warehouse that started 
with suggestions from the insur- 
ance industry, plans drawn by an 
industrial design engineer, layout 
based on management experience, 
within the framework of what 
management considered a sound 
investment. 

Building size. A _ one - story 
structure, about 250 feet wide by 
370 feet long. The area, about 
1,200,000 cubic feet; about 84,000 
square feet for warehouse, about 
8000 sq ft for office. Outdoor, 
fenced storage, about 70,000 sq ft. 

All this is on a 17% acre site, 
about a mile east of the city on 








i, A ese o & 
ig ms. ORMAE 


> F's 


Outdoor storage for metal and other lines provides additional warehouse space. 








y 


Tractors pull carts for order pickers. Note slotted angle metal pieces used for shelving. 


Fork litt truck is used to place plumb- 


Shipping dock inside warehouse has ing items in storage bins. 
ample space for storing orders. 
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It's the talk 
of the trapping trade 


Since its introduction in 1957, the rev- 
olutionary Victor Conibear has be- 
come the “hottest”? trap on many 
dealers’ shelves. These dealers are 
getting BIG sales, BIG profits, and 
BIG repeat business. 


Are you cashing in on the high profit 
margin of Victor Conibear traps? If 
not, learn the facts now about this 








ad 


Victor Conibear #110 has been field- 
tested and approved by professional 
trappers in the U.S. and Canada. 
Specifically designed for muskrat, 
mink, opossum, skunk, weasel, and 
similar size animals, the #110 was 
awarded a “Certificate of Merit” 
from the American Humane Associa- 
tion—the only trap ever so honored! 


Designed exclusively for mink, the 
Victor Conibear #120 guarantees a 
good, clean pelt every time! 


For beaver, otter, and similar size ani- 
mals, the Victor Conibear # 330 is the 
most effective trap ever developed. 


Ask your wholesaler for Victor Coni- 
bear traps. And for the most complete 
line of profit-making leg-hold traps, 
look to Victor, too. Your wholesaler 
will be glad to help you plan a com- 
plete Victor display. 


ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. . Pascagoula, Miss. 
Niagara Falls, Ont. 

Want more facts? Circle 173, p. 103 
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Stearns warehouse whittles operating costs 


the main highway to Little Rock. 

Building costs were under $5 a 
square foot. 

The new warehouse has fewer 
square feet of space than the com- 
bined previous warehouse area. 
However, there now is the out- 
door storage area, and better use 
of interior space. 

Building layout. The office is 
across the front. The warehouse 
at the rear has 10 truck doors 
along the left wall, 4 doors along 
the rear wall to the railroad sid- 
ing. 

The shipping department faces 
a wide aisle along the truck door 
side of the building. 

Open storage areas are to the 
rear of the warehouse. The shelf 
area is back of the shipping de- 
partment. 

Space between the 10 truck 
doors is 20 feet. This layout pro- 
vides space for storage of orders 
for two routes between entrance 
doors. 

The enclosed outdoor storage 
area is around the left side of the 
warehouse. 

Aisles are wide, and laid out 
for movement of merchandise on 


(Continued ) 


power-equipped trucks. There are 
five 12 ft aisles from the receiv- 
ing doors to the storage areas. 
This allows passage of two trucks. 
There is a 10 ft aisle through the 
middle of the warehouse and an- 
other 10 ft aisle at right angles 
to this main aisle; also a 10 ft 
aisle across the back of the ware- 
house. 

At the truck loading dock, in- 
side the building, there is a 22 ft 
area from the wall to the 16 ft 
service aisle. This provides a 
space 20 x 22 ft at the doors to 


Grand opening May 6, 7 


A grand opening of Stearns Hard- 
ware, Inc., new warehouse will be 
held May 6 and 7. 


store orders that have gone across 
the shipping department counter 
and await loading on trucks. This 
arrangement prevents orders 
backing up into warehouse stor- 
age areas. 
Handling equipment. To haul 
trucks, in filling orders, in moving 
(Continued on page 124) 


F. C. Stearns Hardware official family, from left, J. Darrel Wear, vice-presi- 
dent and treasurer; Edward L. Wright, vice-president and warehouse manager; 
W. M. Anderson, Jr., president and sales manager; Frank S. Wright, vice 
president; Ren Caldwell, vice-president and secretary. 








Featured above are two of the new line of high performance Jacobsen power mowers. . . and their durable, 
functionally styled MARLEX components—(1) grass catcher, (2) grass chute, (3) cowling, (4) wheel hub 


Tough, lightweight parts of MARLEX* 
increase sales appeal of 
Jacobsen reel and rotary mowers 


Jacobsen Manufacturing Company of Racine, 
Wisconsin, chose components made of MARLEX 
high density plastic to dramatize the superior 
performance . . . and add increased sales appeal 
to their new line of high performance power 
mowers. 

On reel mowers, grass catchers thermoformed 
from MARLEX sheet are lightweight, tough, 
and more durable. They will never rust, rot, or 
tear . . . should normally last the life of the 
mower. On Jacobsen rotary mowers, discharge 
chutes, wheel hubs and engine cowlings of 
MARLEX —functionally styled with integral 
color—offer the same advantages of resistance 
to abrasion, toughness, freedom from rust and 


long service life. Engine cowlings of MARLEX 
have the added advantage of protecting hands 
from accidental burning. 

Alert retailers recognize the increased sales 
appeal of Jacobsen power mowers . . . in part due 
to their use of MARLEX. There are many other 
attractive and functional products using these 
superior plastics—fertilizer spreaders, furniture, 
rope, tote boxes, trays, dishes, ice cream freezers 
. . . housewares and sporting goods. Because of 
outstanding physical properties, MARLEX items 
have extra sales appeal . . . can be either rigid or 
flexible. They are tough, colorful, light . . . un- 
affected by most acids, alkalies, oils, greases, 
rust, rot, heat and cold (250°F to —180°F). 


*MARLExX is a trademark for Phillips family of olefin polymers 


Look for the MARLEX label! It’s your assurance of durable, high quality, faster selling products. te 


PHILLIPS CHEMICAL COMPANY 


Bartlesville, Oklahoma 


A subsidiary of Phillips Petroleum Company 
Want more facts? Circle 174, p. 103 
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Store Tests Prove This New 


Peas is. ARC : om . » . “4 am + "ne 
Fs . ; : P Y- Pa 
; ‘ “xe , 


YY -— eS ee ee a 


Doms tr Yourse:e 7 , 
PRESTO <— 2. a a 2h a 


S a ALAM SS 
2 YINS 








10 doz. Carpet Tacks: 1 doz. each #2, 3 and 4; 2 doz. #6 and 1 doz. each #8, 10, 12, 14 and 16 
1 doz. Aluminum Tacks—#3 
2 doz. Double-Pointed Tacks: 1 doz. each #5 and #11 
1 doz. Linoleum Binding Nails—Brass-plated 
8 doz. Wire Brads: 1 doz. each % and %”; 2 doz. %4” and 1 doz. each %”, 1”, 1%” and 1%” 
8 dez. Wire Nails: 1 doz. each % and %”; 2 doz. 34” and 1 doz. each %”, 1”, 144” and 14” 


- 


PACKING: 1 to a carton—merchandise and rack packed in one carton. Weight: 35 lbs. 


Want more facts? Circle 175, p. 103 
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Sensational 3-TIER DISPLAY 
Increase Sales 30 to 12% 


1121S STOO, BOO 


TACK: NAIL: BRAD 


DEPARTMENT 


Holds 27 different kinds of Tacks, Nails, Brads 
In “See-Thru” Plastic Tubes 
Plus FREE ALL METAL GRAVITY FEED DISPLAYER 


ACTUAL TESTS* in dozens of stores conducted by an independent research 
organization PROVE that Presto tubes in this new displayer outsell old- 
fashioned boxes by 30 to 72%! And no wonder. The Presto 3-tier displayer is 
compact (only 11%” wide)...contains all the most-wanted items and sizes... 
all in full view. Get on the Presto profit bandwagon. Order now! 


@ Surveys prove that modern Presto @ Labelled in rear for easy re-filling! 
tacks outsell old fashioned boxes : : 
by as much as 72%. 2 Self-selling rack saves clerk time. 


27 best-selling items in only 1112” of @ Each tube pre-priced. 
counter space. oa : ms 

@ Extra brilliant 3-color sign visible any- 
Labelled in front for easy selection! where in store. 


*Statistics furnished on request 


SS GD GD GE ED GED GED GED GED GE GP Ga Ge eae 


USE HANDY COUPON TO ORDER 


Snell-Jones Tacks, Inc. 
Flatiron Bldg., New York 10, N. Y. 


Please send me the following: 
Presto Deal(s) 300 @ $23.70 each 
Your Name Title 


HERE’S THE PRESTO DEAL NO. 300 








| 
: 
Retail Value $36.00 
Dealer Cost $23.70 
| 
| 
| 
| 














Address _ 


Dealer’s Profit $12.30 
PLUS FREE RACK worth 








3 Saas Ame 9 _Zone 
JOBBER’S NAMES (list two) 
1. Name 
Address 
2. Name 














Company Name 





i e 
SL A OE NR A RE OT ER ou 


Want more facts? Circle 175, p. 103 
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SEND FOR CATALOG 
AND JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 





PROFIT 


UTILITY 


LINE 


Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel! slide protects screw. 
Replaceable nut and hardened 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 
dising aids build profits. 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 
I a AE EER at 
Want more facts? Circle 176, p. 103 
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Stearns warehouse whittles operating costs 


merchandise to storage, one gaso- 
line and one electric tractor. 

To handle pallets, one electric 
fork lift. 

To fill will call orders, two elec- 
tric golf carts. 

Storage equipment. Shelving is 
steel, slotted angle, and a carload 
of it was used. The slotted angle 
pieces were cut to size on the job. 

The basic storage unit is 3 feet 
deep by 10 feet long. These are 
placed back-to-back. 

The number of shelves depend 
on the size of the merchandise. 

The units were built for specific 
types of merchandise. They can 
be readjusted, as to the number 
and heights of shelves, if storage 
requirements change. 

Storage layout. The basic prin- 
ciple is to keep the entire inven- 


(Continued ) 


tory of each item in one location. 
This calls for a layout that pro- 
vides space for expansion to meet 
inventory requirements. 

Where the seasonal minimums 
and maximums vary considerably, 
merchandise is stored to compen- 
sate for such variations. For ex- 
ample, the stacking areas for sheet 
iron heaters and for garden hose 
adjoin. The maximum inventories 
on these items come six months 
apart. The space can be shifted 
from heaters to hose and then 
back again. For the same reasons, 
the storage area for boots that sell 
at the consumer level in the fall 
adjoins the area for life cushions 
that sell at the consumer level in 
the spring. 

Shipping desk. 


The shipping 


Will call department includes order desk and displays. 





Dependable they're All Yours 


Jurnover when you 
STOCK and SELL the 


Repeat SIMONDS Quality LINE 


The Simonds Hardware Line, well-known for 
years to Jobbers and Retailers for its high quality 
and ready customer acceptance, offers even greater 
value and profit opportunities now with the recent 
addition of popular price Chrome Plated Si-Clone 
Circular Saws (the most complete line on the market) 
and the special design Rotary Mower and Garden 
Tool File. Both of these items have popular appeal, 
a tremendous market potential (over 13 million 
rotary mowers alone are now in use), and are offered 
to you at the full hardware discount. 





Get the complete story on all items in 
Simonds high quality Hardware Line 
from the Branch Office and Warehouse 


 ~@ i nearest you. 
Se; Ses Z 


SIMS oN SI- a é 





as. | “ ” ROTARY MOWER 
CHROME-PLATE SI-CLONE SAWS y: 7 ea 2 Be an TOOL FILES 








“CROSS-CUT” SAWS AND “BLUE-TIP"’ BITS & 
BUCKSAW BLADES “RED CIRCLE” SHANKS 








“RED TANG” 


ee r SIMONDS 


Factory Branches in Union, N. J., Chicago, Shreveport, La., los Angeles, San Francisco, Portland, Ore. | SAW AND STEEL io} | 
Canadian Factory in Gronby, Que. « Simonds Divisions: Simonds Steel Mill, Lockport, N. Y.; —— ——e 
Heller Too! Co., Newcomerstown, Ohio; Simonds Abrasive Co., Philadelphia, Pa. and Arvida, Que., Can. 


FITCHBURG, MASS 
Want more facts? Circle 177, p. 103 
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FULLER 


PROFIT 
LINE 


+101 QUICK-SERVICE 
BASIC TOOL DISPLAY 


One of the fabulous 
Turnover Twins!* 


Contains Forged Wood Chisels * Line- 





Assmt. #10! 








Stearns warehouse 
(Continued ) 


desk is directly in front of the 


truck loading area. 


Shelf hardware orders are on 
carts parked in front of the pack- 
ing desk. After the order is 
checked and packed the packages 
are sent to the truck loading dock. 
Heavy hardware items go directly 
to the dock. 

The spacing of the doors and the 
area between the wall and aisle 
provide sufficient space so orders 
can be filled as received, and the 
packaged goods sent to the area 
without cluttering up the ware- 


house floor. 


An invoice goes with the order. 


| Several days time is saved for the 


men's ions Nose Diagonal Cutting 
Pliers * Files © Utility Knife © Tack 
Puller © Screwdriver Set * Chrome 
Alioy Adjustable Wrenches. Top Qual- 
ity Tools. Unconditionally Guaranteed. 


ORDER TODAY! 
*With #100 Screwdriver Asst. 


dealer, as against mailing the in- 
voice. The company’s saving in 
| postage is about $12 per day. 
| Will call. The will call depart- 
ment is between the front office 
and the shipping area on the left 
side of the building. 
| There is a separate entrance 
_from the parking lot. 
| Salesmen’s desks are near the 
_entrance door. Beyond is a mer- 
chandise display. 


Will call orders are picked by 
order fillers using the electric 
golf carts. The trip through the 
warehouse can be made speedily 
and the merchandise brought for- 
ward for the customers. 

Delivery trucks. Stearns Hard- 
ware operates its own fleet of trac- 
tors and trailers. 





FULLER TOOL CO., INC. 


ster Avenue, New York 6 
Master Tool Makers and Merchandi 


Want more facts? Circle 178, p. 103 





Make top profits with sensational new 


Magic WOODBLEND Putty Pe Pencils 


12 popular colors to 
match all wood 





© Each route has its own location 
FREE color folders, national a 
advertising, publicity help ; 
you sell. | 


Want tremendous repeat sales, 
top profits? Sensational new 
Woodblend Putty Pencils, on dis- 
play, sell themselves to wood- 
workers and home craftsmen. 
Everyone that works with wood 
needs a set to fill holes and rem- 
edy surface defects. 12 decorator 
colors to match any shade. Big 
ready-made demand created by 
national advertising and publicity. 


| Golf cart fills will-call orders. 





Write today for exciting profit 
story on Woodblend, Plastic Alu- 
minum, Tub ’n Tile Sealer, Magic 
Wood and 35 other best-sellers. 


FREE permanent counter display 
attracts attention. Provides an 
extra salesman for less than 1 
square foot of space.  -2957A 


Magic Iron Cement Co., Inc. 


14215 Caine Ave. « Cleveland 28, Ohio 
in Conade—Bernard Marks & Co. Ltd., Toronto, and A.J. H. MacDonald Ltd., Vancouve 





Want more facts? Circle 179, p. 103 
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ellogg 
+++ ality 


Brushes 


OP row 


NEW Fashion Styled Handle 7 


Smart eye-catching design 
combined with proven utility 


NEW Tailor-made Packagi 
Gold tags, bubblepacks, 
3-color poly bags 


OO TTI 
peeneneennernnnn 
Sy RS : 





MODERN DISPLAYS...NEW ITEMS 
... FULL PROFIT... MAKE THIS 
EXCLUSIVE LINE SELL FOR YOU 


Order now from 
your Wholesaler or write 


Kellogg Brush <7 

Manufacturing Company = —— 

Westfield, Mass. aS 
Want more facts? Circle 180, § Pp. 103 





PIONEER LINE 
“Vinylite” KUSHION- KOATES 
WIRE KITCHEN AIDS 


mire 


POLYBAGGED 


SPECIAL FEATURES 


For Peg Board Rack Display Selling 
Prevents Counter Soiling 
Prevents Loss of Plastic Cutlery Holder 


Keeps Product Fresh Looking Until 
Sold 


Keeps Unit Intact Until Sold 











CULL DriAll DISHDRAINER | 





Dishdrainer equipped with 8 Tumbler Drain Holders, also 2 section | 


Poly Plastic Cutlery Drain Holder. 


Polybagged Drainer Easily Nested. 


See illustration, 
to ctn. 


Packed % Doz. 
Each Unit, Dishdrainer with Plastic Cutlery Drain Holder, Polybagged. 


Send for complete Catalogue today or contact our local representative. 


ARTWIRE CREATIONS INC. SuFFEAK A 


Want more facts? Circle 181, p. 103 





FAMOUS 


LINE OF | 
BISSEll, 
LIQUID 

CLEANERS 


% 
‘MAKES 
PROFITS 
FLOW! 


BISSEll 


RUG SHAMPOO 


America’s first choice...the 
shampoo that made home rug 
cleaning popular and inexpen- 
sive! Now used in millions of Bis- 
sell Shampoo Masters and other 
applicators. Stock all sizes to get 
maximum year round sales. 


SUPER ECONOMY GAL. 
ECONOMY % GALLON 
POPULAR 22 OZ. SIZE 


MOTH PROOFING 
RUG SHAMPOO 


Adds up to four months rug pro- 
tection from moths. All the clean- 
ing power of regular Bissell Rug 
Shampoo—completes your line, 
adds to your profits. 


% GALLON 
22 OUNCES 


$4.98 
$2.49 


BISSE!! 


UPHOLSTERY SHAMPOO 


Wonderful foam shampoo for 
spot or complete cleaning of fur- 
niture, drapes, other fabrics. So 
many uses it sells again and again 
—bui'ds traffic, makes satisfied 
customers. 

32 OUNCES *%1.98 


12 OUNCES 98¢ 


SCUFF 'N WAX REMOVER 


New mix-with-water concentrate 
that loosens, and holds dirt and 
old wax for easy pickup. Another 
fast moving, high profit product— 
an easy sale to every woman—a 
must for Bissell Scrub Master 
owners. 

22 OUNCES 98¢ 


All prices Fair Trade Retail in states having applicable laws 


you sell her 
because... 


to keep her home 


¥ f BISSEll clean! 


eissell INC., Grand Rapids, Michigan 


Want more facts? Circle 182, p. 103 
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| Stearns warehouse 
(Continued ) 





EMPLOYEES 
ONLY 








on the shipping dock.’ A trailer 
is spotted and loaded during the 
business day. 

A tractor picks up a trailer at 
night, in time to arrive at the first 
call on the route at the opening of 
business in the morning. The 
tractor-trailer unit returns to Hot 
Springs at the end of the day. 
Meanwhile, other trailers are be- 
ing loaded for the next day’s runs. 














The company owns the trailers 
and tractors but servicing is done 
by a contractor. The company is 
going to put in gasoline storage 
tanks and motor oil to service 
crankcases, thus saving about $250 
a month. 

Construction features. The lot, 
on a gentle sloping hillside, was 
graded to leave a knoll for what is 
the floor of the warehouse. This 
knoll was enclosed with a concrete 
wall and a concrete flooring. 


Then the sides of the warehouse 


Our most successful dealers are were made with tilt-up sections of 


concrete poured on the warehouse 


floor. The poured concrete up- 
4 W & A M right panels are joined with verti- 
cal strips. 


The roof is built up on a heavy 


While one Atlas Tack and Nail Bar steel ceiling with a 2 inch coating 
of tar on top. 


sells on the counter, the other is “out Skylights are 2 x 6 foot open- 


ings, 25 feet. apart. These sky- 
lights substantially reduce the 
electric bill. In fact, few inside 
lights are needed except on dull 
days. 


back” ... always ready for action 


It’s the smart, efficient, profitable way to 
keep stock moving! Use one No. A-200 
Atlas Tack and Nail Bar as a counter sales- 
man (takes only 1 ft. of counter space, 
holds 200 boxes). Have a second fully 
stocked in the back room. 

As stock of the counter bar becomes 
depleted, simply remove the rack for re-stocking and replace it with 
the full bar. In this way you have one bar selling at all times. 
The other represents your inventory . . . can be filled at leisure. 

Dealers who use this method are enthusiastic about its success. 
They turn stock at least 5 to 7 times a year — make more money. A erece hand indicates & heater 
This is only one of many ways in which dealers benefit with Atlas | Pte are 17 such gas heaters “a 
—the best known, best packaged and best merchandised line of | the EEE, tiene of 150.000 
tacks, nails, staples and similar fast moving household items. | b.t.u. capacity, with fan to circu- 


| late heated air. 


| A red band indicates a fire ex- 

TACK tinguisher. 
CORP. General. The savings in operat- 
ing expenses, in addition to faster 


handling of inshipments and the 
FAIRHAVEN, MASS. © HENDERSON, KY. 


filling of orders, comes also from 
Want more facts? Circle 183, p. 103 
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Roof support posts are painted 
with distinctive colors to indicate 
what services are nearby. The 
bands are 8 inches wide. 

A white band indicates a light 
switch and plug in connection is 
on the post. 


A yellow band indicates an in- 
| tercom speaker system speaker. 








NEW EYE-CATCHING VISUAL DISPLAY 
FLEX-A-PRENE Paint Mask in Plastic Bubble Pack designed 
exclusively for the retail trade. Write us today for details. 


Want more facts? Circle 184, p. 103 











Your Profits Increase 
When You Sell 


SOREW-HOLDING 


You make a greater Dollar ae 
Profit for every Quick- 

Weage® Screwdriver you sell. 

y It takes the same amount 
of time to sell a Quick- 


Wedge® as it does to sell an ordi- 
nary screwdriver. 


Quick-Wedge Screwdrivers 


Quick-Wedge® ‘‘Screw-hold- 

ing’’ Screwdrivers are 
needed and wanted by every one 
of your customers. 


This combination means volume sales — 
more profits for you when you sell Quick- 
Wedge ® Screwdrivers. 


ADVERTISED IN 


Quick-Wedge® gives you conveni- 
ence of handling, too . . . with these 
hard-hitting displays. 


Take advantage of Quick-Wedge*® sales 

appeal! Show your customers a Quick- 
nationally advertised in LIFE Wedge whenever they ask for a screw- 
unconditionally guaranteed driver ... . You'll seldom miss a sale. 


ORDER A DISPLAY TODAY... or write 


KEDMAN COMPANY 
P.O. Box 267 — Salt Lake City, Utah 
Want more facts? Circle 185, p. 103 


Capacities to 24,000 gph! 
= — Models from 7, to 20 HP! 


ee 


webesenmneces: SERRA Rk REL 
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Write 
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SUBMERSIBLE 


WATER SYSTEMS 


It’s the big pump story for 1961—the 
rocketing sales of Dempster Sub- 
mersible Water Systems! Dempster 
submersibles are the natural leaders, 
because of their wide range of sizes— 
from 44 to 20 HP, their big capacities 
—to 24,000 gph, their extra-depth 
performance—down to 900 ft.—and 
the big Dempster advertising and 
promotion in leading farm and water 
system publications. 


DEMPSTER SUBMASTER is the system 
for new homes and replacements, be- 
cause of its ease and economy of in- 
stallation and maintenance, its ample 
pressures (up to 60 lbs. or more) and 
high capacity (to 2000 gph). Operating 
efficiently at depths to 750 ft. in wells 
of 4” or larger diameter, Dempster SUB- 
MASTER systems are available in a 
complete range of models from %4 to 
3 HP and with single or 3 phase motors. 
Sectional unit construction and specially 
designed Dempster motor control box 
make servicing easy with standard tools 
and parts. 


DEMPSTER TURBINE BOWL 
Submersibles for large agri- 
cultural or industrial instal- 
lations are for wells 5”, 6", 
7” or larger diameter, down 
to 900 ft. Sizes range from 2 
to 20 HP. With capacities to 
24,000 gph, they are ideal for 
deep well irrigation. - Glass- 
lined rust proof and abrasion 
resistant bowls; dynamically 
balanced and vibration-free 
semi-open bronze impellers, 
and water-lubricated bearings 
that never need oil, are out- 
standing features of the 
Dempster Turbine Bowl Sub- 
mersible. 





today for Free illustrated 


Folder and details of the valuable 
Dempster Franchised Dealer Plan. 


Branches: 


Kansas City, Mo. 
Denver, Colo. 
San Antonio, Texas 


Want more facts? Circle 
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MILL MFG. CO. 


Home Office and Factory — 
Beatrice, Nebraska 


Sioux Falls, S.D. | Omaha, Neb. 
Oklahoma City, Okla. a Texas 


Des Moines, /a. 
86, p. 103 





Stearns warehouse whittles operating costs 


some policies made possible by a 
new warehouse. 

There is no watchman at night. 
The burglary alarm system is con- 
nected into the sheriff’s office. The 
sprinkler system is connected with 
the fire department. Each of these 
safety features costs about $60 
per month. This cost is offset by 
the savings on a watchman’s 
salary that would come to around 
$350 a month. 

Pipe is now unloaded in the out- 
door storage area by a local con- 
tractor who comes out on call with 
a truck equipped with a crane. 
Four men unload a 90,000 pound 
carload of pipe in about 2% hours. 
With hand labor, it used to take 
9 men about two days to do the 
same job. 

The multiple handling of mer- 
chandise has been stopped. With 
three scattered warehouses there 
were six handlings to receive 
goods at the main warehouse, move 
it to another warehouse, in and 
out, and back to the main ware- 
house when orders were filled. 


The secret of selling with 


Although Magnolia district is 
noted as an upper class district, 
there are enough medium income 
families there to justify including 
competitively priced merchandise 
within the lines carried. 

Accordingly, Magnolia Hard- 
ware set up its inventory so that 
customers have a choice of the 
best quality regardless of price, 
and of lower priced items. 

This makes good sense in many 
instances, Mr. Miller points out. 
A Navy family shopping for house- 
wares, for instance, will not want 
to buy expensive wares for a 
home it will be leaving within a 
year or two. 

An exception to this rule has 
been made in the garden supply 
department. Here, too, the company 
has reduced its inventory to two 
major lines in most categories. 
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Now there are two movements: | 
Into storage, and from storage to | 


the shipping dock. 

The savings on insurance pre- 
miums runs into thousands of dol- 
lars a year. Insurance industry 
recommendations were followed, 
such as the size of mains into the 
plant, number and locations of 
sprinklers, using metal for about 
85 percent of the storage equip- 
ment, and keeping merchandise 4 
inches off the floor to prevent dam- 
age in case a sprinkler goes off. 

The layout of the warehouse 
plus order picking procedures al- 
lows an even pacing of the work, 
with an opportunity to step up 
with an increased flow of orders. 
Overtime has been eliminated and 
that saving amounts to about $35,- 
000 a year. Then there are other 
savings in payrolls as fewer em- 
ployees are required and the work 
is consolidated in the natural turn- 
over of employees. These savings 
have been made, plus a reduction 
in the work week from 44 to 40 
hours.—End 


mass merchandising 
(Continued from page 91) 


But both lines are top quality 
brands. 

Where quality is so important 
in items such as fertilizers and 
insecticides, stocking second-rate 
merchandise is bad policy, the 
owner believes. 

Close control of inventory has 
been achieved by delegation of 


responsibilities. For this purpose, | 


the owner classifies his stock into 
four major departments: House- 
wares and giftwares; tools, build- 
ers’ hardware, cleaning supplies, 
and barbecue supplies; paint, glass, 
and keys; and garden supplies, 
electrical merchandise, and plumb- 
ing supplies. 

Responsibility for each of these 
departments has been assigned to 
four key employees. These _ indi- 
viduals check their stocks daily 
and note items that should be 











(Advertisement) 


® Roofing is made of 
tough, full-gauged Cop-R-Loy® Steel, then 
heavily galvanized to give years and years 
of dependable service. 


LaBelle Cut Nails are especially suited for 
flooring and for attaching wood furring 
strips in building block construction. 


Corrugated Metal Culvert Pipe and Fittings 
are ideal for all types of farm and roadside 
drainage. Low in cost, too. 


Wheeling SofTite® Cop-R-Loy® Galvanized 
Steel Sheets for heating and air-condition- 
ing ducts, will not flake or peel under ro 

use. Made of Cop-R-Loy Steel for extra life. 
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A STYLE, A SHAPE, A SIZE FOR EVERY JOB! 


fou’ll find everything your customers want in Wheeling 
Ware. Thirty-three different styles and sizes of Wheeling 
pails, for example. And twenty-four different styles and 
sizes of Wheeling refuse cans! 
Besides its amazing versatility, the Wheeling line offers 
you these equally important advantages: 
e Wheeling galvanized sheet Ware that’s blemish-free, 


crack-free because it’s always made of famed Wheeling 
sorTire® Galvanized Sheets. 


e Wheeling hand-dipped Ware that’s long been acclaimed 
as the finest premium-grade ware available anywhere. 

e Wheeling’s famous red label, coupled with aggressive 
national advertising, means unequalled customer 
acceptance. 

Free Catalog! See Wheeling’s full ware 

line for yourself. Write today for your big, 

new Wheeling Ware catalog. Wheeling 

Cor. ugating Company, Wheeling, W. Va. 


WHEELING CORRUGATING COMPANY - IT’S WHEELING STEEL! 


Warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, Louisville, Martins Ferry, Minne- 
apolis, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston, New Orleans. 
Want more facts? Circle 187, p. 103 
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FOR EVERY REPLACEMENT NEED 


SWIVEL-LOK GLIDES NAIL-ON SWIVEL GLIDES 





for wood furniture 


TWIN-LEG TIPS 


for metal furniture 


CHAIR AND TABLE TIPS 


for kitchen ond 
outdoor furniture 


TACK GLIDES 


ayer 


for wood furniture 


TINY TACK GLIDES 


&bd 


for drower rails, as 
thumb tack, etc. 


TINY TIPS 


Od 


for smoll metal legs 





for twin-leg tobles and chairs 





TWIN-TACK GLIDES 


i= 


for wood furniture, chests, etc 


TACK BUMPERS 


OO 


for chest lids, hampers, etc. 








DOORSTOP BUMPER TIPS 


Oo 


to repioce worn out bumpers 





SPIKE CASTER CUPS 


Ake 


for soft-pile rugs and corpets 


REGULAR CASTER CUPS 


oe 


for hurd surface carpets, 
hnoleum ond tile floors 














Nothing can compare with this sensa- 
tional new line—in modern styling; 
in beautiful new materials; in new 
processes that end rust and corrosion; 
in new swivel features; in ease of in- 
stalling; in long life; AND IN LOW 
COST. A vast replacement market is 
waiting. Millions of furniture legs 
need “SMOOTHIES”: in homes, 
hotels, institutions, restaurants. 








VISUAL-PACKED ON 
FRANKLIN 


DISPLAY CARDS 


FOR IMPULSE SALES 











ASK YOUR JOBBER OR WRITE US 





FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
Want more facts? Circle 188, p. 103 
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The secret of selling with mass merchandising 


reordered. They make 
orders based on needs 
to six weeks. 

They also make frequent checks 
on merchandise in their depart- 
ments to find how often they 
turn. If the turn is slower than 
expected, they reduce the amount 
reordered or may eliminate it 
altogether. If faster, they reorder 
in greater quantity. 

Mr. Miller or Mr. Casey do the 
actual ordering, which gives them 
opportunity to review the judgment 
of department employees. 


Stocking the shelves is the re- 
sponsibility of the same key in- 
dividuals. Merchandise is received 
in a small work room at the rear 
of the store. After checking, it 
is taken right out onto the sales 
floor. There, the employees price 
mark it, using a portable marking 
table, and put it onto the shelves. 

By this method, they by-pass 
the warehouse for almost every- 
thing ordered, eliminating double 
handling. 


By this and by working to 
improve still further the self ser- 
vice set-up, the owner estimates 
he has reduced the labor cost-gross 
sales ratio by at least 1 percent. 


The arrangement as presently 
set up for sale and checking out 
of purchases is efficient. Shopping 
habits in a district like this cor- 
respond closely to those prevailing 
in suburban shopping centers. 

Customers like to shop in a 
leisurely manner, especially on 
week-ends. And the last two days 
are by far the busiest of the week. 
It is not uncommon for the store 
to have more than 600 transactions 
on a Saturday. 


up their 
for four 


The store, of course, is displayed 
for self service shopping. The 
owner estimates approximately 50 
percent of his customers serve 
themselves. 


“Many customers who could wait 
on themselves easily do not do so,” 
Mr. Miller says. “They don’t because 
they like to come in and get in 
some visiting along with their 
shopping. It’s a lot like a small 
town here in that respect. Then 
there are a lot of items that require 


(Continued ) 


sales service, most notably paints 
and garden supplies. We would 
only hurt ourselves if we tried to 
force self service on many of these 
customers.” 

The principal operational saving 
comes in the convenience of having 
all transactions completed at the 
three-sided checkout counter at 
the front. Salesmen can turn from 
one customer to the next without 
moving. 

Work is laid out so that one 
woman at least is at the check- 
stand all the time. She also works 
with giftwares and housewares 
displayed in the front part of the 
store. She can accomplish much 
here between customers. 


An improvement introduced here 
has been the setting up of the 
second lane at this counter, for 
checking out “express” customers. 
Cash purchases only are accepted 
here. At the other counter, cash 
and credit transactions are com- 
pleted. 

A second woman employee comes 
up to handle transactions at this 
express counter whenever a line 
begins to form behind the other. 
On Saturdays, both counters are 
busy throughout much of the day. 





HARDWARE HUMOR 


"| want to return this extinguisher— 
we haven't had a fire since | bought 
it]” 





SPECIAL 
DESIGNED NAIL 
SLOT 
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BLADE TYPE and SERVICE SHARES 


FULLY GUARANTEED AS TO 
QUALITY, FIT, AND FINISH 


Get complete details now 


oe eae O Ben e Com men an Rcmmonel. fF @. BJ 
DIVISION OF ILLINOIS IRON & BOLT CO 
CARPENTERSVILLE. ILLINOIS. U.S.A. (Est. 1873) 


9? 
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thumb 


QUICK TRY-ON 


Siip hond nto giove 


thru open bag top 


Now your top selling garden glove offers 


GIFT SEEDS TOO 


You will sell more Green Thumb gloves than ever when 
customers see the gift package of popular Giant Zinnia seeds 
now enclosed with each pair. America’s favorite because 
they are smartly styled, comfortable, 100% washable and 
guaranteed to outwear any other garden glove of similar 
price. Popularly priced at 98¢. Presold by years of national 
advertising. You make $3.92 profit per dozen from a 5-inch 
wide display box. Patented “try-on” package prevents soil- 
age. Order now for big Spring demand — both women’s and 
men's styles. 


JULEPS® SELL THE REST AT 69¢ 


Linen-light, colorful Juleps are 
made of magic vinylized fabric that 
outwears cotton gloves 3 to 1 for 
housework, painting, gardening. 
Self-selling tags. $3.04 profit on 
each dozen. Order from your 
wholesaler now. Colors: Lime Green and Tangerine 


Eedmont 


Edmont Inc., 1214 Walnut Street, Coshocton, Ohio 
Want more facts? Circle 191, p. 103 
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Power to Spare for the Big Jobs 
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New low prices - 


Fits any % 
HP Motor 


on popular FA 
Speedy Sprayer 29 = 


Speedy Sprayer No. 680. The ideal outfit for the 
do-it-yourself and shop mechanic. Sturdy, all-purpose, 
direct drive, professional type paint sprayer with No. 
212 Gun. Develops 25 lbs. working pressure. Complete 
outfit: gun, air hose, tire chuck, less motor, $29.50. 


Advertised To Millions in § &f § 2 & and others 


No. 544. Powerful % HP 
Master Twin Sprayer 
mounted on semi-pneu- 
Gun, less motor, $39.95. matic tires. 4 cu. ft. air at 

Wheels, handle, 7.50 40 lbs. Less motor, $88.00. 


See our catalog in Hardware Retailer Catalog Service Book. 
Order from Your Wholesaler. 
Prices Slightly Higher West Coast 


W.R. BROWN CORP. 
Our 40th Year—Specialists in Portable Paint Sprayers 


2665 N. Normandy Ave., Chicago 35, Ill. 
Want more facts? Circle 192, p. 103 
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No 990. New low price! 
\% HP outfit. 2 cu. ft. air 
at 30-40 lbs. With 212 
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THOMAS H. PALMER 
recently retired as head of 
the contract department 
and supervisor of sales for 
the Russell & Erwin Div. 
of the American Hard- 
ware Corp., New Britain, 
Conn. He served more 
than 57 years in the hard- 
ware industry. Mr. Pal- 
mer’s career began in 
1903 as an office boy for 
what was then the Rus- 
sell & Erwin Mfg. Co., — 
New York. His salary was $3 a week. In 1910 
he became a salesman covering several eastern 
states. In 1912 he transferred to the New Britain 
office to become contract manager and continued 
traveling on special assignments. In 1921 he 
transferred to San Francisco, and covered sev- 
eral southwestern states and the Hawaiian Is- 
lands. Mr. Palmer returned to New Britain in 1925 
to head the contract department and supervise 
the sales department. He retired on his 72nd 
birthday, Sept. 15. Mr. Palmer is a life member 
of the American Society of Architectural Hard- 
ware Consultants, a member of the American 
Hardware Square Club of New Britain, Conn., 
Elks Lodge of San Mateo, Calif., a 50-year mem- 
ber of Commercial Travelers M.A.A. of America, 
and a member of St. Stephan’s Masonic Club, 
Brooklyn, N. Y. Mr. Palmer’s father-in-law, Han- 
ford C. Burns, has been in the hardware field for 
42 years, and his wife, Edna May, for seven years. 
Mr. Palmer’s hobbies are gardening and reading. 





The all-new 
sliding door 
cabinet with 
“Picture Frame” 
Mirror... 

in gleaming 
stainless steel! 
Latest design 


advance! 








—and America’s 
most competitive 
prices without 
sacrifice of 
traditional 
Grote 
quality. 


For the most complete line 
of all types of cabinets and 
accessories, write for the 


NEW Grote Catalog! 


THE sates CO., Madison, Indiana 


the full line manufacturer 
Want more facts? Circle 193, p. 103 





For the newest ‘‘Triplex’ 
4’." SINGLE ACTING 
SPRING BUTT HINGE 





TYPE 32002-STEEL 
FLANGES 412” . . . FOR 
DOORS 1%” THICK. 


Designed for stock METAL 
FRAMES and DOORS with 
mortise for 412° x 4% 
springless butt hinges 
Delivers positive closing 
and latching action with- - 
out use of door closer 


All Standard Finishes Available 


HALF-SURFACE TYPE HS32002 
{not illustrated) features 41/2” 
mortise jamb flange—5'/2” surface 
door flange. 


SPRING HINGES wiacdichdi nies 
Thicago Spring Ninae Co. 


1500 CARROLL AVE., CHICAGO 7, ILL. 


“MAKERS OF QUALITY HARDWARE SINCE 1885 
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Ty KEY, ae | 


when you ata 


R4% x PKA- 3% 


* PACKAGE 
DEAL” 


You Get - 


KEY MACHINE — 

MOTOR — 

ROTARY KEY BOARD — alee 
1020 POPULAR KEY BLANKS 


You can Cut Cylinder and Car 
Keys Quickly and Accurately! 


aL You get this Giant Sign 
gn for Your Store FREE 


KEYS MADE 


CAST ALUMINUM 12” x 27” 


- MAIL COUPON TODAY 

28 OS Se ee ee ee em 
KEIL LOCK CO., INC. 

Charlestown, New Hampshire 


Please send complete information. on your 
R 42 x PKA-3 “‘Package”’ Deal plus FREE Key 
sign. 











City... Zone State 
See ee eee ee eee eee eee ee ee 

Want more facts? Circle 195, p. 103 
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Manager Donald C. Blaine 


— New store 
— New ideas 
— New potential 


Ever hear of a store that goes on a shakedown 
cruise, to prove it has what it takes long before it’s 
due to open? 

Ever see a hardware store with floor level below 
street level, so that every passerby looks twice and 
sees twice as much as he normally would? 

Ever visit a hardware store that sells lumber and 
original oil paintings back-to-back? 

The list of such unusual approaches in a new hard- 
ware store is long in this case, and it all belongs to 
one store. 

Case in point: Newest store of Forest City Material 
Co., Cleveland. It is now officially opened at the Golden 
Gate Shopping Center in Cleveland’s Mayfield Heights’ 
suburb. 

While the store is an enormous 33,000 sq ft plant 
with outbuildings, the ideas that comprise its fresh 
approach to merchandising have meaning in every 
store. 

First, some basic facts about the operation: 

—Fifth store of the parent company in the Cleve- 
land area. 

—Air conditioned and shoplifting-protected, it has 
18 major departments ranging from automotive to 
unpainted furniture. 

—Draws traffic from 1500 parked cars, from 10 a.m. 
through 9 p.m., six days a week. 

—Has outside area for pickup/delivery service, an 


1. Sunken displays flank all front windows. 


2. Housewares’ assortment is vast, for women buy as 
much as men these days. 


3. Tool wing is a toyland for grownups. Note anti-theft 
mirrors. 


136 © HARDWARE AGE, April 20, 1961 


tnt LIELOEEE: a 


rine: bag 


GEE ve coe 
igs 


BS - 
aa 
7 | $y gem « 
3 ° 
om os 
; ~~ 


Wea Ms Ain apa he hint mm 


peer oad ae 





“ELEVEN-PLUS-ONE”’ 


Worth 


ASSORTMENT 


THE PLAN You get an introductory assortment of four different 


12 pak items of Kieen-Out and Kieensteam merchandise 
— the PREVENTION and the CURE for steam iron prob.- 
lems. A total of 48 products for the price of 44. Every 
l2th one furnished FREE! A $4.13 Bonus Profit at retai! 


YOUR PROFIT Your investment of just $27.27 virtually doubles itself in 


business for you. Brings you $22.29 in fast profit! 


THE PROMOTION  @ ADVERTISING IN 7 BIG-CIRCULATION NATIONAL 
MAGAZINES .. . PLUS NEWSPAPERS AND RADIO 


JUST MAIL THIS CARD TODAY! 


e $3.00 PERMANENT MERCHANDISER RACK... FREE! 


“11 plus One” deals at only $27.27 per ceal 


$49.56 in retail sales each, and including one $3.00 merchandising rack, 25 


envelope stuffers and 2 wali/window banners. 


e 25 ENVELOPE STUFFERS ............ FREE! 
e 2 COLORFUL WALL/WINDOW BANNERS .... FREE! 


= 


“* 
= 
he : ORDER NOW! 
ron 
=~ tel 


| =| ve @ The faster you mail in this 
as ™"] card the sooner you'll cast) in 
7 on the year-round, repeat busi- 
ness, big profit market for 
clog-free steam iron perform 

ance 


SEND NO MONEY! 


lilinois Water Treatment Co. 
My Jobber’s Name and Address is 


Rockford, Illinois 
Store Name 


Address 
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DETACH CARD + NO POSTAGE NECESSARY 
MAIL AT ONCE! 


DON’T LET TAP WATER PROFITS 
“RUN DOWN THE DRAIN!” 


Kieensteam converts ordinary tap 
water into a source of flowing profit! 
Changes it into safe, de-mineralized water 
- needed to keep steam irons operating 
Protects against clogging, spurting and 


CONDITIONER clothes staining 


Kleen-Out makes clogged up steam 


keen-ou7 irons work like new! Cleans out lime, scale 
. and mineral deposits without eating into 


the metai as other cleaners do 


STOCK-UP ON THESE PROVEN 
PRODUCTS...NOW AT THE SPECIAL 
“11-PLUS ONE”’ ASSORTMENT PRICE! 





UN-CLOG THE HARD WATER MARKET FOR 


29 MILLION ciogged-urp STEAM IRONS 
—- 


Kleensteam 


... fills a definite need for 29 million 
steam irons. Scientifically changes 
ordinary tap water into safe, de- 
mineralized water ...in minutes! 
Prevents lime and scale damage, 
reife} -4-4la) Mme) o]hGdlal-Me-laleMe jel iadial-@ 


Kleen-Out 


... Cleans out clogged steam irons, 
makes them work like new! .. . safer 
... more effective for millions! The 
only steam iron cleaner in pre- 
measured packettes. No measuring! 
No bottles to worry about. Built-in 
“magic metal guard” cleans without 
eating the metal—as other cleaners 
do. Exclusive “wetting agent” insures 
even distribution of steam. 





: Order Now! Detach card and-mail to 
2 ALI -Ol/ ILLINOIS WATER TREATMENT COMPANY 


Rockford, Illinois 
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In this new catalog — 
any plier your customers want 

















Here is a catalog with 24 pages filled with pliers of every 
description—side cutters, oblique cutters, long nose cut- 
ters, shear cutters, end cutters—a style, size and type for 
every conceivable job. Included are the new Klein midget 
patterns, hardly longer than a package of cigarettes— 
ideal for electronic work or model making. A copy of this 
catalog should be in the hands of every hardware store. 


WRITE TODAY 
Catalog 103-A, listing and describing scores of Klein 
Pliers, will be sent on request. 


Foreign Distributor: International Standard 
Electric Corp., New York 


Mathias = MLEIN & Sons 


a McCORMICK ROAD « CHICAGO 45, ILLINOIS 


Veranete 1857” 
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New store, ideas, potential 
(Continued ) 


8400 sq ft warehouse, and complete 
outside garden center. 

This store’s shakedown cruise 
Was announced to every customer 
who entered the store, by large 
signs containing an official shake- 
down-cruise message. Management 
felt here that it would learn of 
many improvements needed before 
official opening six weeks hence. 

Customers felt that they were 
part of something new, big, and 
growing. 

Some 70 running feet of front 
window display faces main floors 
that are sunk 4 ft below street 
level. The recessed areas feature 
model rooms and special displays 
that few customers can miss. 
Passersby actually look down into 
the store and see more of it. 

Large convex mirrors show store 
manager Don Blaine the activity in 
every aisle. Department managers 
Bob Hill and Syd Gerstein feel 
these big mirrors are good theft- 
eliminators. 

Pre-cut lumber, doors, etc., are a 
major facet of the store’s opera- 
tion. Special shopping carts to 
hold such bulk items are provided 
for self service. 

Virtually every major item for 
the home, and home maintenance, 
save furniture and soft goods, can 
be bought without the aid of a 
salesman in this store. 

The 10 ’til 9 hours are tailored 
to morning-busy mothers and 9 ’til 
5 workers. 

Displays are mass merchandised, 
with 6 to 12 items of almost every 
sample within reach, like a super- 
market. 

Wherever possible items are 
shown in use. Thus there are com- 
plete units such as kitchens, ga- 
rages, dormers, etc., providing 
salesmaking, in-use displays to in- 
terest contractors and do-it-your- 
selfers alike. 

Three checkout stands hum with 
activity, because no matter what 
any customer needs for his home 
except decorating aids such as fur- 
niture and curtains, he will find it 
at Forest City. 

What does this all mean to you, 
in your corner neighborhood store 
or shopping center place of busi- 





ness? You say there is no common 


ground with so big a store? 

Not so. A big store has more of 
everything, especially square foot- 
age. But essentially it faces the 
same daily problems and _ chal- 
lenges as any store of any size. The 
problems merely are multiplied. 

For example, why shouldn’t a 
store of any size run a shakedown 
cruise before its advertised open- 
ing date? 

Doesn’t it make good sense to 
discover problems before customers 
compound them in large numbers? 
The real reason more dealers don’t 
do this is that many find it difficult 
enough to get open on the planned 
opening date, much less weeks or 
a month earlier. 

So, the real problem is realistic 
planning and follow-through. 

Also, there’s nothing too remark- 
able about sinking the front of 
your display floor a few feet below 
window level when you build or re- 
model. It’s case of fresh, imagina- 
tive thinking as much as one of 
being loaded with cash. 

Visit some large nearby competi- 
tors one of these days. Don’t go 
window shopping with an “I could 
do that too, if I had the 
feeling. 


room” 


Rather, approach bigness with an 
open mind, thinking “‘What is there 
here that I can adapt on a smaller 
scale, or that will stir up a new 
approach to my problems?” 

The difference? A matter of size, 
not of willingness to change or try 
a new idea. —H yd 
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"Yes, I'm locked out. No, | never 


had a duplicate key made!” 














Look’a here... 
your customers willl 


These Anchor Brand Display Assortments 
are designed to sell on sight 


Display Box No. 5310 > 

Contains 24 Aluminum Tite-Line 
Clothesline Holders, screws in- 
cluded, to sell at 20 cents each. 


4@ Display Box No. 593012 
Contains 12 pairs, Safety Hooks and Eyes 
carded, packed with display card, to sell for 
35 cents a pair. 


Display Box No. 20 > 
Contains 24 No. 5345 Safety 
Latches, 6” complete with 
staples, to sell at 34 cents 
each. 


Packaged to appeal — these ANCHOR 
BRAND assortments make the purchase 
of convenience hardware easy. Brightly- 
colored counter display boxes illustrate the 
application of products, “sell” the house- 
holder. Concentrate on these “show-offs” 
to increase impulse buying. 

Ease of installation of the Tite-Line 
Clothesline Holder, its no-tie feature, are 
seen at a glance. 


The security of closure of the Safety 
Hook and Eye is apparent on the packaging, 
a card carrying a pair. 

The protection of the Safety Latch is 
illustrated and explained clearly on the 
display carton. 

Check with your jobber today for a 
supply of these Anchor Brand display- 
boxed products. Put them to work building 
extra sales and profits. 


NORTH — 


Manufacturing Company 


New Britain 


New York * 
Rochester(N.Y.) ° Pittsburgh ~° 
Dallas ° Los Angeles °@ 


Boston ¢ Philadelphia « Atlanta 
Detroit 
San Francisco 


Connecticut 


¢ Jackson (Miss.) * West Paim Beach (Fia.) 
¢ Chicago °¢ Minneapolis -¢ St. Louis 
‘ Seattle . Montreal ’ London 
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Solid Lines 


Finest 
packa gin IF 


Latest sales helps 


ee 


' Lo st NN 
” ll 
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TM Chain is the solid line from every point of view. 
It includes all types and sizes of Welded, Weldiess and 
Stamped Chain. It's backed up by strong national ad- 
vertising .. . finest packaging . . . latest sales helps and 
87 years of chain-making experience. The result, chain 
Sales you can't afford to overlook—solid chain profits 


you really ought to investigate. Call your nearby whole- 
saler or write today! 


Proof Coil, BBB, Machine, and Coil Chain e Log Chains e Utility 
Chains e Animal Chains e All types of Weldless and Stamped 
Chain e A full line of chain fittings and attachments. 
1 
BBB & ™ Chain 
Proof Coil in Salesmaker 
Tay-Pails es 
<i y P €> ?. Distinctive, 
Easy-to-read 
j Cartons 


ade 
S.G. TAYLOR CHAIN CO., Inc. 


CHAIN 
fale Hammond, Indiana 
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A new market for tools 
(Continued from page 89) 


giving them this’ information. 
Something as simple as this has 
many times started a buying trend 
on an item. 


Who places the orders 

Buying is done by various per- 
sons, depending on the size of the 
school and the city. 

In large cities a full time pur- 
chasing agent will be the only per- 
son to contact. He will undoubtedly 
issue bids for his requirements, 
other than for occasional fill-in 
items which he usually will hand 
out locally. 

In medium sized cities usually 
the superintendent or the principal 
will do the buying based upon the 
recommendations of the shop in- 
structor. 

In small cities and towns the in- 
structor almost always does his 
own buying, with the consent of 
the two administrators above him. 
In the small schools you can at- 
tempt to sell your products and ser- 
vices direct to the instructor who 
will be using them. If more than 
one instructor teaches shop, the de- 
partment head will be responsible 
for purchasing. 


Don't forget custodians 

While making a call at a school 
it is advisable to contact the head 
custodian. He is responsible for 
building maintenance and often his 
requirements for door closers, 
butts, locks, and heavy-duty door 
hardware will be rather large. He 
also must have his own tools to per- 
form repairs. His needs are usually 
of an emergency nature. He is not 
as tightly tied to a yearly budget 
as the shop would be. 

If you do make a sale to a school, 
do not expect your money by the 
tenth of the month following. 

In some cases you will receive it 
then, but in the majority of cases 
you will wait. However, you will 
eventually get it. 

Schools usually draw up budget 
estimates in the spring. They are 
voted in or voted down by the local 
population. Then, and only then, 
can the school buy. 

If the school board does not meet 





during the summer, you will have 
to wait until the first meeting in 
September to get an invoice of any 
size approved. This procedure ap- 
plies to a large purchase. Small 
buys or fill-ins can be handled by 
the school out of current mainte- 
nance or general funds. 


Know your Emily Post 

If you make personal calls at the 
school, there are a few important 
formalities to observe. 

On your first call at any school, 
it is imperative to call at the main 
office, introduce yourself and ask 
permission to make a call on the 
shop instructor. 

The larger schools may ask you 
to wait the instructor’s free period 
or until a class is over. The small 
schools usually will give you per- 
mission to go out in the shop. 

After you become known, it nor- 
mally is not necessary to check with 
the office prior to calling in the 
shop. 

If a class is in session when you 
arrive at the shop, it is best to let 
the instructor see you by the door 
and then wait until he can break 
away to see you. An instructor 
feels his first duty is to teach and 
a cold welcome and no sale awaits 
the salesman who sails in during 
the middle of a lecture or instruc- 
tion session. 

Good sales technique calls for 
you to introduce yourself, mention 
what services you have to offer and 
leave your factory catalogs and 
literature, properly stamped, of 
course. It is best to carry a sam- 
ple of a tool or other school shop 
item. If you have advertising sam- 
ples or door openers, by all means 
give him one. 


3:30 best calling time 


It is not easy to call on schools 
as classes run from 8:30 a.m. until 
3:30 p.m. with lunch time taken- 
out. This limits the time when you 
can find someone to call on. 

Personally, I have always felt 
that the most solid call could be 
made at 3:30 p.m. when classes let 
out. The instructor then does not 
feel under pressure to get back to 
work. You can have more of his 
time as compared to seeing him 
during regular class hours when 
you will never obtain any more 
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CARDED 


AT NO EXTRA COST 
FOR FAST SALES-AT FULL PROFIT 
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TOUCH-A-MATIC 


'ECTION 13 


“SINGLE POLE. 15 AMPS, 120-277 VOLTS AC ONLY 


PAT. NO. 2,743,330 


THE ONLY SWITCH OF ITS KIND 


THE SWITCH IS ON to the Carded TOUCH-A-MATIC. The 
most convenient switch, a superior switch, a needed switch, the 
TOUCH-A-MATIC has advantages for everyone, from the busy 
arm-laden housewife to her husband who appreciates an easier 
wiring job. The TOUCH-A-MATIC lights up their lives with a 
new touch of luxury—and lights up your sales with full profit. 
Peg the TOUCH-A-MATIC—or display it on Counter. The 
TOUCH-A-MATIC’s attractive colorful card does the selling. Order 
the Carded TOUCH-A-MATIC (No. 200B, Brown; No. 200V, 
Ivory) from your Distributor today. 
Manufactured by the makers of 
The FAMOUS EAGLE OK® PLUG FUSE 
SOLD THRU WHOLESALERS ONLY 
WRITE FOR FREE TOUCH-A-MATIC LITERATURE 


EAGLE ELECTRIC MFG. CO., INC. 


“PERFECTION IS NOT AN ACCIDENT" 
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take it from the men who know... % 


LINE piastic PIPE 


R 


makes you money... 
keeps customers happy! 


“fastest moving pipe 
| ever handled,” 


says Oscar Rush, Van Camps 
Hardware and Supply Company, 
Indianapolis, Ind., about CresLINE- 
HD Flexible Plastic Pipe. “This 
pipe is a must on farm water sup- 


ply lines,” he says. 


You can be sure of customer satisfaction, too. More than 
five million feet of CresLINE-HD have been sold with- 
out a single failure in service reported. 


“in three years, 
never any trouble,” 


says E. G. Little, Evansville, Ind., 
well driller. Mr. Little started us- 
ing CresLINE-KL Semi-Rigid Pipe 
three years ago. In hundreds of in- 
stallations, he has never had the 
first bit of trouble. 


STOCK THE PLASTIC PIPE YOU CAN 
BE SURE OF .. .| ner LINE 


Take it from the ones who know — the men who sell plastic pipe 
and those who use it. CresLINE will make you money and give your 
customers years of trouble-free service. It’s the plastic pipe you can 
depend on! 


CALL YOUR WHOLESALER TODAY NSF 


approved 
NOTE TO WHOLESALERS: CresLINE is sold only for drinking 


water use 
through authorized wholesalers — never direct 


to dealers. Write for prices and full information. 


CRESCENT PLASTICS, INC. 


Dept. A-2 
955 Diamond Ave. * Evansville 7, Indiana 


PIONEER MEMBER OF 


a A 
a Legh Ser 
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A new market for tools 
(Continued ) 


than five to ten minutes. 

A final point of sales etiquette 
is: never phone a school and eall 
the instructor out of class. If it is 
necessary to phone, leave a message 
for him to call you back at his con- 
venience. 

Violation of some of the rules 
listed above are why some school 
administrators have developed dis- 
likes to salesmen calling at their 
schools. 


Be prompt with bids 


In your area it may be necessary 
to fill out and submit bids for items 
the school purchases. If so, some 
of the basic rules concerning bid- 
ding are to clearly state quantities 
that you are bidding on—dozens, 
each, gross, etc. 

Also, if your bid deviates from 
specifications, it is important to 
clearly state the name of the alter- 
nate product, its model number, 
and also enclose a catalog page on 
the item. 

School bids are not always clear 
and explicit. If the bid is not clear, 
then write a short paragraph de- 
scribing what you are bidding on 
so that the buyer knows what he 
would be getting. You, in turn, 
will not be called on to furnish 
something you did not intend to 
furnish. 

The bidding may be a large and 
widely circulated public bid, or a 
small and rather informal one. 
Treat each one with respect. Bids 
are seriously regarded in school 
buying. Sign each one. Submit 
bid bonds if called for. Above all, 
get bids in prior to the time of 
opening. 

It is not normally important to 
attend a bid opening. Decisions on 
buying will almost always take 
place a day or two after bid open- 
ing. The opening of bids will co- 
incide with a board meeting and it 
is a formality only. 


Plan your campaign 

The sale of shop supplies can 
bring in additional school business 
if the dealer goes after the busi- 
ness. This can be in the form of 
the custodian’s purchases, bus me- 
chanic’s needs as well as individual 





shop teacher’s requirements. The 
range of purchases can cover 
plumbing, appliances, mechanics 
tools, ete. 

Finally, how does a dealer de- 
velop a school trade? 

Try to cover a local area, not too 
far from your store. Aggressively 
solicit these schools and begin by 
making an introductory mailing to 
the instructors. Explain what you 
intend to do. Then make a personal 
call on the instructors. Do it on a 
regular basis. 

This is not a business that you 
can obtain by remaining in your 
store. It is necessary to get out 
and call. 


Promote your services 


Volunteer the services of your 
factory representatives for in-store 
demonstrations or for demonstra- 
tions at the instructor’s adult edu- 
cation class. 

Advise instructors that you have 
access to repair parts they need to 
maintain their tools. Assist them 
with their service problems. Vol- 
unteer to send their portable elec- 
tric tools in for repair. In short, 
if you let instructors know that 
you are willing to take care of some 
of their problems, their purchasing 
will eventually come to you. 

School business is not a quick 
shot in the arm type, or for the 
fast buck boys. It takes years of 
preliminary work to become known, 
to establish your contacts, and only 
then will the business come in reg- 
ularly. Two years is a fair esti- 
mate of the time needed to develop 
this market properly so that you 
can depend on regular sales. 


Trade-ins are important 


There are many services that 
must be provided by a dealer in the 
school business for which he can- 
not justifiably bill the school. It 
may not, therefore, appeal to a 
dealer who is running a highly ef- 
ficient, cost-conscious operation. 

Also, there are trade ins to be 
considered when deciding on 
whether to get into this market. 
Trade ins of used portable electric 
tools and occasionally of machinery. 

If you are interested in the sale 
of machinery to the shops, it is 
imperative that you have a direct 
factory franchise on one or the 











Why have so many building supply and hardware dealers tagged Griflin 
as “A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “‘t”’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name ol 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 


Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 202, p. 103 
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KLEENCUT 


SCISSOR MERCHANDISERS! 


IT’S A PROVEN FACT—you'll sell more shears at a bigger Profit when you display 
KLEENCUT Scissor & Shear merchandisers! These colorful cards have long been 
known in the trade for stopping shoppers and making sales! You have a wide variety 
of styles to choose from, and each merchandiser offers a selection of beautifully 
hand-finished fine quality scissors or shears at prices everyone can afford. You'll like 
the KLEENCUT line because it’s backed by National Advertising, Smart Merchandising 





—and— you're sure of a BIG PROFIT! Don't pass up these sure-fire money makers— 


Order your KLEENCUT merchandisers now! 
NO. 1011 oO $ 
RETAIL 


One dozen All-Purpose household shears 
mounted on striking red, white, and black 
card for counter or wall. 2 pairs 6” ; 6 pairs 
7”: 4 pairs 8”. Gleaming nickel plated 
blades with black enameled handles. 





RETAIL VALUE $11.76 
DEALER cost $7.06 
DEALER PROFIT $ 4.70 


NO. 2451 15¢ RETAIL 


A year around Kiddie Item! Cash in on this 
big business with our specially designed 
“blackboard” merchandiser printed in red, 
white, yellow, and black. 24 blunt point 
Safety scissors with fancy handles— forged 
steel—fully nickel plated. 


RETAIL VALUE $3.60 


DEALER COST $2.16 


































DEALER PROFIT $1.44 















NO. 2401 





mad 4Qc& 5 Gc 


One dozen, all-purpose, forged steel, 
sharp point utility and sewing scissors. 
Ideal for school, home, office or work- 
shop. 9 pairs of 5” and 3 of 6”. Beauti- 
fully finished nickel plated. Every pair 
hand ground, inspected and guaranteed. 


RETAIL VALUE $6.18 
DEALER COST $3.71 
DEALER PROFIT $2.47 











Order from your jobber or write: 


THE ACME SHEAR COMPANY 





WORLD'S LARGEST MANUFACTURER OF SCISSORS AND SHEARS 
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A new market for 


power tools 
(Continued ) 


other of the only two major brands 
of wood working machinery bought 
by the shops today. The business 
is dominated by the two machinery 
factories and without one of the 
franchises, it is well to remain 
clear of this phase. 


The after-sale market 


Are there after-the-sale results 
from school business, from a stu- 
dent’s father buying tools, portable 
electric equipment, or hobby ma- 
chinery ? 

In a small town, it is probable 
that this will result. In larger cit- 
ies, probably the instructor does 
not know the fathers well enough 
to recommend going to a particular 
dealer to equip his basement shop. 

Also, a majority of instructors 
are far removed from the commer- 
cial world and do not realize how 
their recommendation will directly 
benefit you in making a sale to a 
boy’s father. They often wish to 
remain strictly impartial and not 
be placed in position of recommend- 
ing anything to anyone. 

To develop a business of selling 
to the students and their fathers 
have the factory representative’s 
demonstration in your store, or put 
on adult education classes. Another 
approach is to take the instructor 
to lunch, get on a more informal 
basis with him, and tactfully ad- 
vise him you wish to sell to others 
in the community and he will likely 
get your message. End 
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"How were things at the ‘store 


today?" 
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LASTING 


ELEGANCE 7 


IN THREE 
TARNISH-PROOF 
FINISHES 


* GLEAMING CHROME 
* SPARKLING GOLD 
» LUSTROUS COPPER 


Therg i is no other line like 
o! msn irra-Cote. 


Every item is cast of tough, 
unbreakable nylon with a 
smdoth metalized finish 
guarantéed never to tarnish, 
| crack or peel. 


4 
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High- -fashioned styling 
the rich look of qu 
compares with the hi 
price fixtures, yet the | 
— price makes it one of 
- most: natural pr 
lines ever ofefed. 


« 
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GENERAL ELECTRIC ANNOUNCES 
GREAT TRADE-IN SALE 
ON LIGHTED DIAL CLOCKS ! ! | 


Remember how last year’s trade-in sale moved Snooz-Alarm® clocks? Here’s your 
chance to enjoy the same success on General Electric lighted dial clocks! General 
Electric is offering a special trade-in promotion just so you can introduce more 
people to the modern way of telling time in the dark. Now, through June 30, offer 
trade-in allowances up to $3. You’ll be supported by TV commercials week after 
week on GENERAL ELECTRIC COLLEGE BOWL. So start the trading right now. 
Bring in new customers with the dial that lights up when the sun goes down! 
General Electric Co., Clock and Timer Dept., Ashland, Mass. 


* Manufacturer’s suggested 
trade-in prices will be in 
effect through June 30. 
Manufacturer's regular sug- 
gested retail prices will be 
in effect beginning July 1, 
1961. 


A. | 
: +s 
75° 

DAY VIEW 


> 


*+Suggested dealer prices 
now through May 31. Your 
distributor has prices for 
less than six clocks. 


®Snooz-Alarm is a registered 
trademark of General Elec- 
tric Company to identify its 
brand of repeat alarm 
clocks. 


CUE-ETTE SNOOZ-ALARM CLOCK SNOOZ-ALARM CLOCK 


Model 7S268-K. Model 7H241-K. 
Miniature styling too. Beige. Two big features! Antique white. 


LIGHTED DIAL VIGN-ETTE | 
Model 7267-K. Graceful feminine 
styling, in pink or beige. 


REGULAR SUGGESTED 
RETAIL PRICE 


SUGGESTED TRADE-IN 
ALLOWANCE 


SUGGESTED 
TRADE-IN PRICE 





SUGGESTED 
DEALER 
PRICE — 


| 
! REGULAR 
| 


YOU GET MORE TO SELL IN A GENERAL ELECTRIC CLOCK... 
AND YOUR CUSTOMERS GET MORE THAN TIME! 





Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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Starting motor saves 


much time and trouble 
“Pick up a used ™% hp electric 

motor for a few dollars, and you'll 

have an important addition to your 


te % 


lawn mower service shop,” says 
Harry J. Miller, Miller’s Home 
Suppliers, Sarasota, Fla. 

“Bolt the motor with a pulley to 
the leg of your workbench, at about 
the height of the top of an average 
power mower. Attach a strong, 
new V-belt with a length of at least 
two feet. 

“When this is done, you can 
start almost any power mower in 
seconds. You eliminate cranking 
and time. The motor will pay for 
itself very quickly,” Mr. Miller 
says. 


Honor system reduces 


big telephone bills 


Many dealers are plagued by 
telephone bills that are much bigger 
than they ought to be. Personal 
calls by employees and courtesy 
calls allowed to customers are 
largely responsible. 

A store manager finds it dif- 
ficult to control employee use of 
telephones. And it is embarassing 
to ask customers for money when 
they use the phone. 

To get around this nimbly, 
dealers have found that a small box 
or can labeled “honor system tele- 
phone” produces a large amount of 
change. The words “honor system”’ 
can produce some interesting psy- 
chological reactions. They bring the 
conscience to the fore, and people 
react accordingly. 








Four Fast-Selling 


SUMMER FAVORITES! 


FOR BIG VOLUME 


BAR-B-CUE TRAY 


ideal for the outdoor crowd — 
Lap or Serving Tray with alcohol 
resistant finish. Perfect as gifts. 
Bright, eye-catching shipper dis- 
play carton with colorful sign 
available. 


No. 392: 10-inch 
No. 394: 14-inch 


COVERED 
CARRY-ALL PAN 


It’s perfect for picnic lunches, 
cakes, ice box desserts, refriger- 
ator storage. Size: 13 x 914 x- 
2-inches. 


No. 848 Aluminum 
No. 148 Tin Plate 


FOR FAST TURNOVER ) 


SAFETY GRATER 
AND SHREDDER 


Popular kitchen timesaver. It 
grates, it shreds, it slices and 
it strains — just use the dial. 
Poly-packed. 8-inch size. 


No. 751: With handle 
No. 750: Without handle 


nee SS ee 


JIFFY SALAD MOLD 


It’s a steady seller — Salad 
mold suggests cool eating in 
hot weather. Display shelf ex- 
tender available. 


No. 890T: 8 x 25-in. 
No. 891T: 44% x 2\%-in. 


Write for complete information 
on prices and displays 


CHICAGO METALLIC MFG. COMPANY 


3711 S. ASHLAND AVENUE CHICAGO 3Q, ILLINOIS 
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here’s where 
being a 


off in EXTRA PROFITS! 


The old saying—“Them who has— 
gits,” certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want .. . gets extra dollar 
volume, extra profits in return. 


Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 
sizes and styles to meet all customer 
requirements. How about you? 


48414 TACKLE BOX 


7817 MECHANICS’ 
TOOL BOX > 


41011 CASH 
and BOND BOX 


JOBBERS! 
DEALERS! 
Write for 


UNION STEEL CHEST CORP. 


Want more facts? Circle 207, p. 103 
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Convention 
Calendar 


— Convention Check List —— 


For complete details about the conven- 
tions and shows listed below, see the 
alphabetical listing starting on page 
152, April 6 issue. The next complete 
listing will be in the May 4 issue. 


May 

4-6 Pacific Coast Conference of 
National Builders’ Hardware 
Assn.. and the American So- 
ciety of Architectural Hard- 
ware Consultants, Palm Springs, 
Calif. 

23-25 Industria! Supply 
Atlantic City. 


Convention, 


June 

4-5 United Hardware Distributing 
Co., Annual Toy Show, St. Paul, 
Minn. 

5-16 Cotter & Co., Semi-annual Con- 
vention & Fall Toy & Gift Show, 
Chicago. 

6-8 Piedmont Hardware Co., An- 
nual Toy Show, Danville, Va. 

11-12 S & M Co., Dealer Show, Min- 
neapolis, Minn. 

11-13 Ace Hardware Corp., Summer 
Convention & Toy Show, Chi- 
cago. 

18-21 The Lawn M 
Annual Convention 


N. C 


ower Institute. Inc., 


Asheville, 


July 
9-13 Hardware 


Colo. 
Exhibit 


National Retail 
Assn. Congress, Denver, 
10-14 National Housewares 
Chicago. 


August 
7-10 Eastern Housewares Show, New 
York, N. Y. 
29-31 Alllison-Erwin Co., Fall 
ware-Housewares Show, 
lotte, N. C. 


Hard- 
Char- 


September 
19-20 North Dakota Retail Hardware 
Assn. Convention, Fargo, N. D. 


October 
2-6 National Hardware Show, Chi- 
cago. 
15-18 National Builders’ Hardware 
Convention, Miami Beach, Fla. 
20-22 Eastern Lawn, Garden & Allied 
Products Trade Show, New York, 

N.Y 


For complete details about conventions 
and shows listed above see the April 6 





PROVED BY THOUSANDS 


TO INCREASE: 
e IMPULSE BUYING 
e SELF-SERVICE 
e RELATED ITEM SALES 
SELL MORE—SELL FASTER—SELL EASIER 
all with the amazingly LOW-PRICED, —— 
QUALITY, FLEXO-SPACE. Self-Service 
it easier for your customers buy. 


—_ss — a ALL AROUND the 
entire island BLIND SPOTS! Use 
in all _—~ S 


Write today for full details of hew "e ean 
cost 


make your sales soar at an unbelievable low 
with FLEXO-SPACE. 


FREE ALL NEW 50-PAGE 
WHOLESALE DISCOUNT CATALOG 


ADD SALES CO. 
824 YORK STREET 
MANITOWOC, WISCONSIN 
Want more facts? Circle 208, p. 103 
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Ww ™ vy KEM oe Steel 3 


Hit Hi] 


siete package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout ina few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 
THE DYKEM COMPANY 
Established 1920 
230568 North 11th St. «+ $t. Lovis 6, Mo. 
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LET HAMILTON HELP 
INCREASE YOUR MIRROR SALES! 


Display Unit FREE 


with your purchase of this PROFIT-MAKING 
MARKET-TESTED mirror selection 


A COMPLETE MIRROR DEPARTMENT 
IN ONLY 17” x 54” SPACE 


Solves your mirror display problem ...a 12-dozen assort- 
ment of the most wanted mirror sizes and shapes on a 
compact display unit. 


TOTAL COST (12 doz. mirrors)..$257.18 
SUGGESTED RETAIL 514.36 
YOUR PROFIT - $257.18 

YOURS FREE! $40 DISPLAY UNIT 


HAMILTON GLASS CO. 
i 2750 WEST GRAND AVE., CHICAGO 12, ILLINOIS 


4 [] Please send MIRRORAMA assortment(s) 
with FREE display stand at $257.18 each. 


' [] Please send catalog on complete line. 
NAME 


FIRM NAME 
ADDRESS 
CITY 

ASSORTMENT CONSISTS 


OF 12 DOZ. MIRRORS: 
DOOR MIRRORS: 4 Doz. 16 x 56 


e Mame S20 Cus Dntanlete Catelas 

1 doz. 14x20; 1 tg 18x18; pm 16x24; qi mi : n GLASS CO., INC. 

1 doz. 20°. & 1 doz. 22” round. 2750 W. GRAND AVE. CHICAGO 12, ILL. 
Want more facts? Circle 210, p. 103 


NTEED iO) 500 MILES! MOTHER OF a THE MOST COMPETITIVE 


worio's Fastest No, 600 SES PRICED LINE 


Sheet cov- 


—— “ye Front with Seet 
aaa pee -K J ng : : Gover. All SALES CORPORATION 


Colors. 





























It’s the only skate with wheels guar- > 1051 IRVING AVE., BROOKLYN 27, N. Y 
anteed for 500 miles! Ruggedly built, HYacinth 7-2200 - Send For Details 
sme, With one-piece back, stronger exten- 

sion bar. Oscillating trucks mounted 


on rubber cushions. Bright plated | COVERT QUEEN SEAT 


finish. Extra long extension to 11144”. 


shaped to the shoe for perfect balance 


Distributed coast to coast through 
hardware and toy jobbers. See your jobber today. 


HUSTLER CORPORATION iui.i:* 


Want more facts? Circle 21 1, Pp. 103 ef 














ALWAYS SELL GENUINE 


Z, ' o_o —————— 
; ah J, oe cage naan 
Write for Free 7 ——.= MOLLY CORP. 


stele CREW ANCHORS and JACK NUTS. ~~ Readina, Po. 
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MARSHALLTOWN TROWEL COMPANY «+ MARSHALLTOWN, IOWA 
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BIGGER | 
a) °<@) 38 bye Recession over? Experts disagree, 
3371 Renee ut more optimistic signs are seen 


Is the business recession over? Some experts say 
"ves," others "no." However, economic data coming 

to light over the past few weeks do give strong 
Signs that the downtrend is being halted. Economists 
call this "bottoming," and believe that this may 
mark the beginning of gradual improvement. But 

The Complete warnings are made against too hasty assumption that 


Cleaning Line that offers | the "boom is on." 












































: ; | On the optimistic side: Upturn power consumption is up; latest 
* FAST Moving Items 'in new orders for industrial sup- business failures report shows 
. | plies and machinery; manufactur- drop in bankruptcies, and credit 

* DECENT PROFIT ers’ new orders increase for first buying is on the upside. Continued 
on your Tal isaisiclitmeee | cme in several months; electric bullish atmosphere in the stock 


CUTS present 


» Key business indicators at a glance 
inventory in half 


These key business indicators give a quick picture of general business 
trends. This information is the latest available. Reference numbers in 
parenthesis after each item tell which is the “latest month.” For example: 
(1) = February; (2) = January; (3) = March. 


Automatic 
Squeeze Sponge 4 LATEST MONTH YEAR 


MONTH AGO AGO 


* Retail Trade 


Hardware wholesale sales (2) ($ million) 164 164 
Department store sales (1) ($ million) 811 821 809 
All retail store sales (1). ($ million) 15,097 15,691 15,829 
Factory car sales (2) (units) 406,616 520,714 676,712 
Consumer prices, all items (2)..(1947-49=100) 127.4 127.5 125.4 


Wholesale Trade 


Hardware store sales (2) ($ million) 
All wholesale sales (1) ($ billion) 
Wholesale prices, all items (1)....(47-49=100) 


industrial Supplies 


New Order Index (1) (1948—100) 


General Barometers 


va | alco Total personal income (1) ($ billion) 405.9 406.6 395.7 
| Wages & Salaries (1) ($ billion) 270.5 271.4 268.6 

31 | 441 Special Mop Farm Income (1) ($ billion) a. 2s se 
ss.95 | $2.95 Industrial prod’n (1)..(FRB index-1957=100) 103 102 111 
Refill | vou Need Corry cals New construction put in place (3)..($ million) 3,871 3,587 3,866 
mo Camas, Residential construction (3) ($million) 1,420 1,287 —:1,600 
$1 49 | ONE TYPE Retilt'ts Consumer credit outstanding (2)....($ million) 55,021 56,049 £51,468 
| fit both 41 & 91 Mops Electric power output (2).....(million kw-hr) 73,547 72,997 71,532 
Business failures 350 359 356 
QUICKIE MANUFACTURING Steel output, index (1) (57-59=100) 84.9 80.1 144.4 
CORPORATION | Steel prices (1)... (composite mill base-¢ per lb) 6.196 6.196 6.196 

¢ 20th & Oxford Streets | 








SOURCE OF DATA: U. S. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business Failures by 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel output index 
by American Iron & Steel Institute. Steel prices by The Iron Age. 


Philadelphia 21, Pa. 
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market, with heavy buying, is con- 
sidered a reflection of general im- 
provement in public attitudes. 

On the pessimistic side: Per- 
sonal income continues to decline; 
total retail and wholesale sales 
soft; auto production fails to im- 
prove; unemployment figures still 
high; residential construction still 
moving down. 

Other factors: Effect of recent 
government actions to help gen- 
eral business climate will take 
some time to be felt. Increase in 
defense contracts, changes in 
mortgage rules, stepping up of 
road building, could be factors to 
speed recovery in the months 
ahead. 

Industry hopeful: The spark of 
optimism createc by pickup in new 
orders and production was evi- 
denced by both durable and non- 
durable goods industries. Excep- 
tion was the auto industry, still 
plagued with high inventories that 
forced a 40 percent reduction in 
output in February, in comparison 
to a year ago. 

Though a hopeful attitude has 
been produced, manufacturers are 
approaching the situation with 
caution. As yet, there is no indi- 
cation of a general recall of un- 
employed persons, but the aver- 
age manufacturing work week has 
edged up slightly. 

Continued decline of wages and 
salaries in February produced an- 
other dip in the personal income 
total. The drop would have been 
greater if there hadn’t been a rise 
in government payrolls, social se- 
curity benefits and farm income. 
Despite the overall decline, per- 
sonal income total was still $10.2 
billion higher than a year ago. 

Sales picture mixed: February’s 
sales total for all retail trades 
was about 4 percent less than a 
year ago. Durable goods trades, 
mainly the automotive group, ac- 
counted for most of the decline; 
otherwise there was little change. 

Consumer income derived from 
unemployment benefits has been 
directed largely to household up- 
keep, food and clothing, keeping 
sales of nondurables steady. On 
the other hand, uncertainty has 
caused putting off of larger items 
—autos, household furnishings, 
appliances. 

There was slight decline in con- 
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Vi line 


wire hardware 
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‘ ry ash) coat gai © soll 
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| | \ 
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q Three color, 10” x 

13%” metal dis- 

‘eVeleraben: play panels avail- 

Aa \ \\{ AAA AS able with Hindley 

+* Eye Bolts, “U”’ 

\\ eae Bolts and Turn- 
Ui See. buckles. 


No. 514A No. 600 No. 700 


P-10 Plumbing Assortment > 


The most wanted plumbing repair parts packaged 
in a handsome metal display box. Individual refill 
cartons in convenient small quantities also available. 


== 0 
Hindley Cotter Pins 


Precision made in a wide variety of 
metals, shapes and sizes, from 4,” to 


14%” diameters. 


J indley 


Since 1897 

















BUY THROUGH 
YOUR WHOLESALER 
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SPACE-SAVING 


hs deliver 


Don’t fool yourself... your 
stocking space costs money, 
especially when it can be more 
profitably used for seasonals. 











Our phenomenal (really!) delivery 
has enabled some wholesalers to turn 
their heavy hand tool stock 

7 and 8 times, compared to 

their previous 3 or 4. 























If you wouldn’t mind saving some 
cold, hard cash (and keep your 
customers happy, too) why not 

give us a call, or better still, send an 
order .. . then sit back and count 
the hours it takes us to deliver. 






























































V4 
‘® 


WARREN TOOL CORP. 
WARREN, OHIO 
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Recession over? 
(Continued ) 


sumer prices, and credit pur- 
chases held to the tune of $3.5 
billion higher than a year ago. 

February wholesalers’ durable 
goods sales declined $600 million, 
and nondurable goods sales 
dropped $100 million, in compari- 
son to a year ago, a total decline 
of 7 percent. 

Wholesale prices rose slightly. 
Increases were largest in foods 
and farm products. Furniture and 
household goods prices dropped 
slightly. 

Construction picks up: Total 
new construction put in place dur- 
ing March was up slightly from 
March 1960. Increased govern- 
ment spending for public facilities 
and highways was the primary 
reason for the rise. 

Residential construction con- 
tinued to decline for the twelfth 
month in a row. The cause of the 
residential downtrend is attrib- 
uted to a shift in private building 
from the single family unit to 
multi-family dwellings and apart- 
ment buildings. 


Industrial supply orders 
rise 3% during February 


New orders for industrial sup- 
plies and machinery rose in Feb- 
ruary, reversing a general down- 
ward trend of several months, ac- 
cording to the American Supply & 
Machinery Mfrs. Assn. 

The new order index rebounded 
from 176 in January to 181 in Feb- 
ruary (July 1948—100). This rep- 
resents an increase of nearly 3 per- 
cent. 





i | 
|| Industrial Supplies & Machinery |) 
| New Order index—July 1948-100 | 


Seasonally Adjusted 


4 Source: American Supply & Machinery Mfrs.’ Assn 
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WISSOTA |: 


TOP QUALITY 


TOOL and SICKLE 
GRINDERS 


and Abrasive Wheels 
» FOR SHOP, GARAGE 4 
» HOME WORKSHOP ¢@ 


* AND FARM 4 

STOCK THE FULL WISSOTA LINE... 

DISPLAY 'EM ... YOU'LL SELL ‘EM! 
es 





: ' a, , . . 4 _— 

———— ty - Se ‘ ae , i 

“}, a Se 

f 2 +h SSE Key 

m s* 5 “ -- er 

SLIP. SOT E 

< raves _ sets ont 

’ yao 

FULL e Heavy Duty ‘4, 1/3, Y2 and % 
HP Motors. 


LINE OF 
ELECTRIC © Easy access to front of grind- 
ing wheels 


TOOL 
e Ball Bearing, Top Quality Vitri- 
GRINDERS * fied Grinding Wheels. 




















Striking Fill exacting needs of your most 
New, porticulor customers at the right 
Streamlined price. 
TOOL-SICKLE MAND OPERATED svectRne 
GRINDERS 00 AND SICKLE GRINDERS. 


* NEW, HEAVIER FRAME ..WIDER WHEEL SPREAD 

















New SAW MANDRELS 'perovse 


¢ Ball Bearing type available with single or double 
threaded ends. 

* Pillow Biocx type with end pulley. 
pulley. 


Also center 








¢A Complete Line | 





MADE IN OUR NEW 
MODERN ABRASIVE 
WHEEL PLANT! 


TOP QUALITY 
ABRASIVE WHEELS 
SICKLE CONES 
Fully Vitrified, Tested, 
Uniformly Made and 


Accurately Dressed. 
ATTRACTIVELY PRICED! 


Ask Your Jobber or Write Dept. A 


Sefer for good tools, 
sections and operator! 


MANUFACTURING COMPANY 


MINNEAPOLIS 4 MINNESOTA 
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Consumer Mailers —— 

New Wholesalers’ Aids 

for Dealers’ Use 
Bostwick-Braun features 
children's play items 


Bostwick-Braun Co., 
in Toledo, Ohio, 








wholesaler | 
is distributing a 
consumer mailer that contains only | 
children’s outdoor toys, games and | 








It’s called the 
Outdoor Play 


sporting goods. 
Spring & Summer 
Sale circular. 

The mailer is in four pages, 
printed in black and orange. It has 
more than 35 items, ranging from 


69¢ to $21.88. There are six 88¢ | 


special items. 

Items include garden play sets, 
baseball equipment, lawn games, 
swimming equipment, 
toys. Featured 


dren’s picnic table, 


backyard play tent. 


Mailer, ad support, aids 
top 6 wholesalers’ plans 


| Fourteen coupon items are in- 
_ cluded 
_ tributed by 


in a 16-page mailer dis- 


WwW. W. 
Watertown, 


The wholesalers are: 
Conde Hardware Co., 


N. Y.; L. J. Kingsley Co., Bing- | 
hamton, N. Y.; Edw. K. Tryon Co., | 


and wheel | 
items are a chil- | 
bicycle and 





dealers of six whole- 
salers sponsoring a Spring Jubilee 
| Promotion. 





..-McGILL 
TRAPS 


MOUSE 
and RAT 


McGILL 


“Snap up" unit sales with the "Can't 
Miss", attractive, self-service 2-PAC. This 
convenient, eye-appealing, buy-appealing, 
pre-priced two for nineteen cents, trans- 
parent package is a proven traffic stopper. 
Easy and dependable, four-way trigger 
action builds customer satisfaction. 


McGILL ALSTEEL 2-PAC 


These attractive, nickel- 
plated, Alsteel 2-PACS 
sell themselves. Easy 
and safe to set, sanitary 
ejection plus fast, de- 
pendable action fea- 
tures trap more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 
attached. 


vache 


MARENGO e 


METAL PRODUCTS 
COMPANY 

IcLti N O'1s 
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STEVENS 


” WALDEN INC: 


THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 


STEVENS WALDEN, INC., Worcester, Mass. 


Want more facts? Circle 220, p. 103 








Now, your profit line of quality garden tools can be Ames 
all the way! And, remember, with Ames, orders are 
shipped from one plant, all at one time. 


Garden Tools « Shovels * Casual Furniture - Metal Housewares 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 


Want more facts? Circle 221, p. 103 
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New Wholesalers’ Aids 
(Continued ) 





CP WG CAR ON RO. SRE STE 


Philadelphia; Fries, Beall & Sharp 
Co., Springfield, Va.; Black Hard- 
ware Co., Galveston, Tex., and S. 
Federbush Co., Paterson, N. J. 

The mailer is printed in three 
colors. It contains 100 dealer- 
selected items including lawn and 
garden goods, tools, household sup- 
plies and fix-up items. The mailer 
also carries a front-page message 
to consumers that the participating 
dealers also feature a special item 
each week. 

Full page and half-page ads with 
individual dealer listings were used 
in six metropolitan daily papers to 
support the sale. 

Dealers also received a 252-piece 
store trim kit, 75-piece feature 
manufacturer window trim, news- 
paper mats, radio copy, classified 
ad copy, 10-page store trim idea 
bulletin, point of sale material, and 
six special merchandising idea 
bulletins. 


Whitlock Corp. has new 
dealer catalog service 


Whitlock Corp., a Pro distributor 
in Yonkers, N. Y., has a new dealer 
catalog as part of its expanded ser- 
vice program. 

The catalog is a loose leaf type, 
indexed with tabs giving depart- 
ment classifications. It also has a 
price reference section indicating 
dealer cost and retail prices. 

Copy in the catalog is written 
with the consumer in mind, so that 
it can be used by both dealer and 
consumer for reference. 











Promotions 


Manufacturers’ New 
Merchandising Plans 








National ads scheduled 
by Liberty Distributors 


Liberty Distributors, Philadel- 
phia, will represent its 26 wholesale 
members through national adver- 
tising this year. This is the first 
time Liberty has used such a pro- 
gram to promote directly to the 
consumer. 

The first ad, emphasizing the 
Trustworthy, Dainty Maid and 
Sportmaster lines, will be published 
in the April 22 Saturday Evening 
Post. The ad stresses the slogan 
“Brands you can rely on,” and re- 
produces the three brand insignias 
for consumer identification. 

Main ad push will take place in 
the fall and Christmas season to 
focus attention on Liberty-devel- 
oped national brands as gifts. 


Airsweep range hoods 
promoted in 7 magazines 

Progress Mfg. Co., Philadelphia, 
has begun an intensive consumer 
promotion for Airsweep' range 
hoods. 

A full-page ad in Better Homes 
& Gardens this month will be fol- 
lowed by ads in Life, Living for 
Young Homemakers, Saturday F've- 
ning Post, House Beautiful, House 
& Garden and Home Modernizing. 

A 24-page brochure outlines the 
program for wholesalers and deal- 
ers. It details the national ad cam- 
paign, availability of TV_ story- 
boards, suggested retail ad lay- 
outs and copy, newspaper mats, 
publicity releases, point-of-pur- 
chase displays, training materials 
and consumer folders. 


Cartoon art to promote 


Westinghouse light bulbs 
The Lamp Division of Westing- 
house Electric Corp., Bloomfield, 
N. J., will feature a caricature 
called the Lamp Lighter in its 1961 
TV commercials, newspaper and 
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Complete 
CAMPBELL 
CHAIN plants 
cover the 
country... 


to give you faster 
service and delivery! 


PENNSYLVANIA 
IOWA 
CALIFORNIA 


Yes, Campbell Chain has com- 
plete manufacturing facilities all 
across the country—in the East, 
the Mid-West and the Far West. 
This means money-saving, time- 
saving convenience for local 
industrial, commercial and auto- 
motive buyers—without the 
problems of delay in shipment. 
Backing up these three factories 
are Campbell warehouses with 
full stocks of all chain types 
and grades. It’s a coast-to-coast 
network that assures the service 
and delivery you want—and need! 


CAMPBELL CHAIN 
COMPANY 


Ps SOS 


3 FACTORIES: York, Pa.; West 
Burlington, lowa; Union City, Calif. 
WAREHOUSES: Medford, Mass.; 
Atlanta, Ga.; Dallas, Texas; Chicago, Ilil.; 
Portland, Ore.; Seattle, Wash.; Los 
Angeles, Calif. 





1200 line items per operator per day is easy, 
when you... 


imyaeove impul oficiency $0 G * 


ViSirecord’s split-second record location has gained inter- 
national recognition as ‘‘the world’s fastest record-keeping 
system.” 

ViSirecord speed and convenience, minimizes floor space 
requirements, operator fatigue — and increases productivity 
and accuracy. 

When applied with IBM input equipment VISIrecord com- 
plements their speed—and improves the production and ef- 
ficiency of the operator. Punched cards are instantly refiled 
in their determined position, excluding misfiling and elimi- 
nating idle machine time. 

Your ViSirecord Systems Specialist is ready and able to 
provide proof of related accomplishments achieved by thou- 
sands of satisfied customers. 

Meanwhile write for Case Histories and list of satisfied 
companies in your industry. 


*ViSirecord User Report furnished on request. gilteco, 
oOo 


ViSlrecord, inc. 


375 PARK AVENUE, NEW YORK 22, N. Y. 


@ 1961 VIStrecord, ine. 
Systems Specialists in Principal Cities 


See ViSlrecord at the Business Equipment Exposition— 
New York Coliseum, April 17-21. Write us for tickets! 
Want more facts? Circle 223, p. 103 
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Manufacturers Promotions 


(Continued ) 
magazine ads, merchandisers, and 
other point-of-sale material. 

TV ads using the theme will be 
concentrated on the Westinghouse 
Playhouse and in spot ads through- 
out the country. Magazine ad plans 
will be stepped-up in the Saturday 
Evening Post and Good Housekeep- 
ing. 

The Lamp Lighter caricature was 
designed after the company’s New 
Shape Eye Saving Bulbs. A large 
share of the marketing program 
will promote these bulbs. 





Special prices offered 
on two Good-Aire items 


Home Products Division of Shul- 
ton, Inc., New York City, has a 
special spring price on Good-Aire 
Floral and Spice air fresheners. 

The promotion will be backed at 
the local level by a heavy weekend 
radio campaign in 46 markets, plus 
advertising in Sunday Supple- 
ments. 

The special gives consumers 10¢ 
off on the regular-size Good-Aire, 
and 20¢ off the economy size dur- 
ing April and May. 


Aeroxon will presell 
Fiy Ribbons with ads 


An extensive consumer maga- 
zine ad campaign to pre-sell Fly 
Catcher Ribbons has been planned 
by Aeroxon Products, Inc., New 
York City. 

Consumer advertising will ap- 
pear in Life, Look, Saturday Eve- 
ning Post, This Week, American 
Weekly and Family Weekly start- 
ing in June. 


Thomas Industries cuts 
price of Sprayit 400 


A retail price reduction of more 
than 25 percent on the Sprayit 400 
portable paint spraying outfit has 
been made by the Sprayit Division 
of Thomas Industries, Louisville, 
Ky. The price has been reduced 
from $39.95 to $29.95. The unit 
is used primarily in the do-it-your- 
self field. 





Madden Bill: Grass roots 


support is vital 
(Continued from page 87) 


mittee, and when enough favorable 
support is on hand it will be set 
for hearings. Favorable reaction 
here seems likely, and the next big 
step would be a vote in the House 
of Representatives. 

Washington insiders agree that 
the bill, once brought to a vote, 
would meet very little opposition in 
the House. In brief, the hurdle is 
getting support from dealers like 
you to hurry the hearings. 

In a campaign to focus attention 
on this legislation, Hardware Age 
has been seeking dealer reaction 
via a ballot (see HA, Feb. 9, p. 
180). 

Such balloting thus far has pro- 
duced odds of 600 to 1 in favor of 
the bill. 

It was pointed out to Rep. Mad- 
den that several wholesalers are 
supporting the bill to the point that 
they have made private mailings of 
facsimile ballots. In these mailings, 
they urged dealers to respond in 
support of this “much-needed legis- 
lation.” 

The reaction has been strong. 

When the bill becomes law, hard- 
ware dealers will find substantial 
relief from chaotic pricing and 
merchandising practices. But the 
bill is voluntary. That is, no man- 
ufacturer will be forced to comply 
to its terms that would eliminate 
bait advertising, product misrepre- 
sentation, and shady pricing prac- 
tices. 

No law will end the many viola- 
tions of legitimate merchandising 
methods. But Rep. Madden’s frame- 
work is tight enough to guarantee a 
reasonable return to normalcy in 
lines where suppliers truly want to 
end price footballing, and the many 
forms of bait advertising that have 
led dealers to throw out once-profit- 
able items and lines. —End 


The list grows: Dealers and 
wholesalers who have voted 
since March 23 issue: 


Peck’s of Prattsburg, Prattsburgh, N. Y. 
North Eaton Hardware & Supply, 
Columbia Station, Ohio. 

Fountain City Hardware, Knoxville, 
Tenn. 

Hagar Hardware & Paint Co., 
ton, Vt. 


Burling- 








Spice up your sabes! 





Executive Offices and Western Warehouse: 6606 10th Avenue, Los Angeles 43, California 


"age 
(= a 
& 
= 


1] East Barre Street, Baltimore 2, Maryland 


profit line. 


Canada: Barton imports, Ltd, 367 Water Street. Vancouver. BC 


. with Woodpecker Woodware's full- 
Individually gift boxed, finest 
quality hand finished, hand decorated 
products in the widest selection. Volume 
sales assured through our outstanding 
policy of dependable service. 





Eastern Warehouse 





Want more facts? Circle 224, p. 103 





NONEY 
NAKER 


This colorful, easeled Display-card 
is your salesman and stockboy. It 
does the work—creates the impulse 
purchase. You just ring up the sale. 


Lock-<phone 


lowers phone bills 


prevesting eaawthorized calls 





Win 


TITS MLL PHONES 


POSITIVE SECURITY 
TEEw ACE PReeEr ' 
fer OFFICE. Plant, Semt 


AVANL ABLE REVVED 
aviae : 





Today — install one of these profit 
makers. These $1.00 “security disc 
tumbler” telephone locks sell on 
sight. It’s a high turnover, high 
profit item. Fits all types of tele- 
phone dials. 


Contact your favorite jobber or 
carter industries 
70 McLean Avenue, Yonkers, N.Y. 
Want more facts? Circle 225, p. 103 





Planters | wi 


SHOW 
YOU 

A FULL 
PROFIT! 


; th 
NEW ‘‘Lantern 
Planter w 4 
pot (+ B59-5 


piastic 


Bren: iple Pot Wall 


Bracket (232 


> Showing over 


SEND TODAY for new catalo 


money-making housewares and 


thw ta. 


ARTISTIC WIRE PRODUCTS CO., INC. 


Dept. HA Taftville, Conn. 
Want more facts? Circle 226, p. 103 
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| Madden Bill: Grass roots r 0 |. O ” V@ ' \" ft 


TODAY’S | support is vital TOILET TANK BALL 


(Continued ) 


BEST GUARANTEED TO 
_ Fairmount Center Hardware, Shaker STOP @) 
Heights, Ohio. | 


SEL LER Smith-Schnepp Hardware, St. Clair, 
Mich. : 


Melick Hardware, Johnstown, Ohio. 
Blair’s Hardware Store, Clintonville, Pa. | LEA KS 
Tucker’s Hardware, Warren, Mass. | 
Rice Hardware, Waldo, Ohio. 
A. Mellinger & Son, Akron, Pa. 
Maby’s Hardware, Anderson, Ind. spat oe wptteber on 
Bennett & Shumaker, Daleville, Ind. 
Kirk’s Hardware, Noblesville, Ind. @®NO TOOLS REQUIRED 
Avery Hardware, Springville, Pa. | 
Quality Hardware, Crestline, Ohio. @SELF THREADING 
Lapeer Hardware, Lapeer, Mich. 
Lorain Fulton Hardware, Cleveland, @ ACID RESISTANT 
Ohio. 
SALES | 61 | R. C. Zindel & Son, Edinboro, Pa. @ GUARANTEED 
| Ferriers Hardware, Erie, Pa. > YEARS 
Hunt's Hardware, Rochester, N. /. ) 
, . at | Hart’s Corner Hardware, Denver, Colo. 
Prizer-Ware is the profit line for 1961! Diamond Hardware, Mansfield, Ohio. 


That was the forecast among buyers and | Hempy Hardware, Forest, Ohio. eee eae 


Peat’s H Hard Mi field guaranteed to stop tank leaks, 
ae | Ss ome araqware, ansreid, | it’s New—It’s Diff t—It Works 
distributors at the National Housewares Ohio. and It Sells. Returns good profit at 


Exhibit who put it in number two spot Kessing’s Hardware, Cincinnati, Ohio. | © suggested oe cel 
‘ Bradl ith  Pitts- | Sold through leading distributors. 
as the potential best seller of the year. Oo a Mareware LO; Ute | If your present source cannot sup- 


You can count on homemakers to | Motham Hardware, Johnstown, Pa. |. yee ceree 


| ROL-O-VALVE SALES 
back up the nomination when they see | Bantly Hardware Co., Johnstown, Pa. BOX 167 = AMERICUS, GA, 


Baker Hardware, Johnstown, Pa. 
the attractive new Dutch Tulip design Duther Hardware, Homer City, Pa. | Want more facts? Circle 228, p. 103 
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and fine quality production. | Barclay Hardware, Indiana, Pa. 
Add the power of national advertis- | Glick Hardware, Lorain, Ohio. 


; ; aR Hagerstown Hardware, Hagerstown, 
ing, reaching millions of homes and you ind. 


can see why Prizer-Ware is worth your Shiyes Hardware, Tulsa, Okla. 


investigation right now. H. E. Clark, Caro, Mich. 


Albany Hardware & Iron Co., Albany, 
Use the coupon below to get complete N. Y. 


details about the potential best seller South Euclid Home & Auto Supply Co., 


. South Euclid, Ohio. 
a ; 
nsnens Stock this year Dotterer & Becker Inc., Syracuse, N. Y. 
f’ Mac Hardware, Oswego, N. Y. 
ws Garnet Hardware, San Diego, Calif. 


W. Bingham Co., Cleveland, Ohio. 
D D C D -_ Shore Enterprises, Berlin, Md. 
i a [\ Northside Hardware, Evansville, Ind. 


E. A. Hopkins & Son, Goshen, N. Y. 


ee  S. W. Yontz & Son, Inc., Paris, Ill. | 
N D : - Somers Hardware, Somers, lowa. WOULD You 
ry i [. = ——s | Seela Hardware & Appliance, Paton, | 























. 82 aa like to sell a $1.98 
ifton Park Hardware. Mechanicville, 
<= N. Y. | Big 14 Qt. Rectangular 
Wes NER | Montgomery Hardware, ..avenna, Ohio. | 
“-«|_-« Harvey’s Hardware Store, Falmouth PLASTIC PAIL 
aes Mass. 


| PRIZER-WARE, Reading, Pa. E. Garnich & Sons, Ashland, Wis. 
Gentlemen: Will you ae Nellie J. Welchman, North Bloomiield, FOR JUST 99¢ AND STILL 


[_] Have your representative call. | Ohio. 


[] Send me catalog and details. Monarch Hardware, Chicago, Ill. Make qd PROFIT? 


- 
| 
| 
| 
| | Rufo Hardware, Elyria, Ohio. 
= 7 | Union Hardware Co., Endicott, N. Y. Ask Your Liberty Distributor for Details 
| 
| 
| 
| 
: 








Robusto Store, Croton Falls, N. Y. 
South Michigan Hardware, Saginaw, 
Mich. R. C. VEREEN, Managing Director 
J. Norman Pusey Co., Avondale, Pa. LIBERTY DISTRIBUTORS 
Philip’s Hardware, West Babylon, N. Y. BOX 95. PHILADELPHIA. PA 
Monarch Hardware, Chicago, Ill. Gladstone 5-8300 


or, write or call 


STORE 














ADDRESS 








| tity STATE 


_—— 
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Swarts Hardware, Afton, N. Y. 
Cunningham Hardware, Johnson City, 
N. Y. 

Andrews Hardware, Northumberland, 
Pa. 

Cole’s Hardware, Danville, Pa. 

Hackett Hardware Stores, Sunbury, Pa. 
Alsea Mercantile Co., Alsea, Ore. 

Young Hardware, Union City, Pa. 
Butler Hardware & Supply, Butler, Ohio. 
Ellicottville Hardware, Ellicottville, N. Y. 
Real Hardware, Cleveland, Ohio. 
Springboro Hardware, Springboro, Pa. 
Konkol Hardware, Cleveland, Ohio. 

W. W. Hill & Son, Ashtabula, Ohio. 
Grasso’s Variety Sales, Lorain, Ohio. 
Bob’s Hardware, Flint, Mich. 

R. D. Luke Hardware Co., Marion, Ohio. 
Detroit Hardware Co., Cleveland, Ohio. 
May Hardware, Marlette, Mich. 

Jones Hardware, Gouverneur, N. Y. 

La Bounty & Smith Hardware, Con- 
neaut, Ohio. 

Carlisle-Allen Co., Ashtabula, Ohio. 
Modern Hardware, Inc., Lorain, Ohio. 
Rudy’s Hardware, Lorain, Ohio. 
Sterner Hardware, Dryden, Mich. 
Stigimeier Hardware, Buffalo, N. Y. 
Woeppel’s, Buffalo, N. Y. 

J. C. Otto Geist & Son, Buffalo, N. Y. 
P. C. Kempsons, Buffalo, N. Y. 
Hilborger Hardware, Kenmore, N. Y. 
Summer Electric Supply Cc., Buffalo, 
N. Y. 

Lewis Lumber, Crowthersville, Ind. 
Fitzwater Hardware & Furniture Co., 
New Martinsville, W. Va. 


Mayers Hardware Co., Inc., Steuben- 


ville, Ohio. 
Michel’s Hardware, Cleveland Heights, 
Ohio. 


Coleman Fairview Hardware Co., Fair- 


view Park, Ohio. 

B & C Hardware, Cleveland, Ohio. 
Kleinman Hardware, Cleveland, Ohio. 
Marvin’s Hardware, Cleveland, Ohio. 
Broadview-Sprague Hardware, Cleve- 
land, Ohio. 

Superior-Euclid Hardware, Cleveland, 
Ohio. 

Standard Hardware, Cleveland, Ohio. 
Dale Hardware, Cleveland, Ohio. 

F. W. Brown Hardware, Cleveland, Ohio. 
Ed Heller Hardware, Cleveland, Ohio. 
Southside Hardware, Cleveland, Ohio. 
Parma Hardware, Cleveland, Ohio. 
West 73 Clark Hardware, Cleveland, 
Ohio. 

0. H. Trotman, Whitestone, N. Y. 

E. M. Guss Sons, Mifflin, Pa. 

Quick Bros., Tyrone, Pa. 

Schaeffer Hardware, Bellefont, Pa. 
Bosserts Hardware, Lewistown, Pa. 
Robert Johnson Hardware Co., Lewis- 
town, Pa. 

Clark’s Hardware, Lewistown, Pa. 
Brown & Pickett Hardware, Pendleton, 
ind. 

Fortville Grain Co., Fortville, Ind. 
Prillaman Store, Inc., Yorktown, Ind. 
Hawk Hardware, East Palestine, Ohio. 
Stamburger Co., Cleveland, Ohio. 

West Milford Hardware, West Milford, 
N. J. 

Dye & Bresee Hardware Co., Inc., 
Towanda, Pa. 





se 


More Sales” 
- Dynamite 

from 
DURHAM! 


..- Fhe VALUE-PACKED 
32-957 Deluxe Tubular Bridge Set 


¢ An irresistible seller . . . with terrific sales impact for you! 
Smartly styled . . . packed with wanted quality features. Exclu- 
sive full-size 32” table with man-size height for full knee clear- 
ance. Exclusive new double triangle leg bracket and magic lever 
leg lock for super strength. Exclusive extra large 144” tubing. 
Removable top. Exclusive heavy-duty tubular chair with new 
telescope leg folding action. Removable upholstered seats. 
Comes in smart spray-patterned vinyl in Sandalwood color. 
Frames in Greige or Bronze baked enamel. And all at a “‘never 
before value”’ price! 


\ 


> 


Write, wire or phone for full details... «+ Dourhk at ‘ iY 


start cashing in on this quality-built 
DURHAM seller without delay! VRS. PSST WS TAL Wir US 


DURHAM MANUFACTURING CORPORATION @® MUNCIE, INDIANA 
Want more facts? Circle 230, p. 103 











Basic household 
hardware assortment 
with free merchandiser 


$94.26 


..-earns *16°** profit 


This rotating self service merchandiser is 
yours free with each “STANDARD” No. 25 
household hardware assortment. Priced at 
only $24.26, it contains 162 pieces of the 15 
fastest selling items with not more than 12 
of any product. Hardware, valued at $40.44 
retail, is packaged for immediate identifica- 
tion, easy pricing and quick inventory control. 

_ Put the new merchandiser in a good loca- 
tion... watch it ring up continuous impulse 
sales. Requires only one square foot of counter 
space. 31% inches high. Satin black rack 
blends with 3-color 
cards and yellow and 
black sign. 


Call your whole- 
saler today for your 
“STANDARD” No. 


25 Merchandiser. Spin) | “STANDARD” 
A-3481A 4 wy No. 25 Merchandiser 


SHELBY METAL PRODUCTS COMPANY | 
SHELBY, OHIO 


Originators of carded hardware complete with screws 
Want more facts? Circle 231, p. 103 
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at your self-service 


ARRO 
Plastic Carded 


Products 


Hollow Wall Anchors 
Toggle Bolts 
Nail Anchors 
Fiber Plugs 

Masonry Drills 


= et oe 
| NUSTOROOF .. gagy ze INSTAL: 


Sold Through 
Recognized 
Distributors Only 


The switch is to ‘‘Dazy’’—Arro’s newest 
product with improved features for 
better installation of fixtures to hollow 
wall construction. It's just one of sev- 
eral popular Arro products that lend 
themselves well to self-service mer- 


chandising. More reason you should 


go with the best . . . and that's Arro. 


ARRO RD 


Arro Expansion Bolt Company 
P.O. Box 388, Marion, Ohio 
Want more facts? Circle 232, p. 103 
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| Mogadore Hardware, Mogadore, Pa. 





| Falls, Ohio. 

| Jensen Hardware Co., Niles, Ohio. 

| A. Wishart & Sons Co., Sharon, Pa. 

| Williams Hardware, Sharon, Pa. | 
| J. A. Walker Hardware, West Middlesex, | 
| Pa. | 





| Ohio. 


| Ohio. 
| D. & M. Supply, Mansfield, Mass. 
| Snedeker Hardware, Moundsville, W. 





| Union Springs Hardware, Union 
| Springs, N. Y. 


RUSTPROOF ZINC ALLOY 


CAP NUTS 


AND ASSORTMENT 


Madden Bill: Grass roots 
support is vital 
(Continued ) 


Oakwood Graham Hardware, Cuyahoga | 


Lee Supply Co., Sharpsville, Pa. 
Gilbert Lumber Co., Sharon, Pa. 


| Ewart Hardware, Stow, Ohio. 
| Mannion Bros. Hardware, Saginaw, 


Mich. 


| H. C. Spring Electric, Inc., Uhrichsville, | 
| Ohio. | 
| Beck & Gregg Hardware Co., Atlanta, | 
| Ga. 

| Pine Ave. Hardware, Erie, Pa. 


Ruggie’s Hardware, Andalusia, Pa. 
Sweeny Hardware, Inc., St. Albans, Vt. | 
Shaull Hardware, Mechanicsburg, Pa. | 
Surf Hardware, San Francisco, Calif. 
Wilke Hardware, Euclid, Ohio. 

Phillip Sharp, Bedford, Ohio. 


Bright, rustproof finish. Attractive, 
self-selling counter displays con- 
tain 4 popular sizes of each. 

Also in bulk or packaged 100/box 
in complete range of thread sizes. 
Ardito Bros., Mingo Jct., Ohio. Jobbers: Write for samples, prices, 
W. Gilchrist & Son, Mingo Jct., Ohio. catalog sheets on GRC’s complete 
Morty’s Hardware & Paint, Weirton, W. line of hooks, etc. a 
Va. fe. 
Brilliant Hardware, Brilliant, Ohio. 
GRIES REPRODUCER CORP. 


Mayers Hardware Co., Steubenville, 
Ohio World's foremost producer of amalil die castings 
, anil ; 161 Beechwood Avenue, New Rochelle, N. Y. 
Johnson's Hardware, Brilliant, Ohio. NEw Rochelle 3 

George Bush Hardware, Steubenville, 


Want more facts? Circle 233, p. 103 
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Potter Lumber Co., East Liverpool, 
Ohio. 

Werkheiser’s Hardware, Chester, W. Va. | 
M & M Hardware Co., Steubenville, 
Ohio. | 
W. E. Kuhn & Son Inc., Toronto, Ohio. | 
Fort Steuben Hardware & Supply, Steu- 
benville, Ohio. 

S. La Capra & Sons, Newark, N. J. 
Myers Hardware. Waterford, Pa. 

Salay Hardware Co., Cleveland, Ohio. 
Schall Hardware, Columbus, Ohio. 
Parma Heights Hardware, Parma 
Heights, Ohio. 

Lyndherb Hardware, Cleveland, Onio. 
Stonemans Hardware Co., Cleveland, 
Ohio. 

Pekoc Hardware Co., Cleveland, Ohio. 
Euclid Green Hardware, Cleveland, 
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New Miracle Lubricant 
with Silicones 


Makes Anything Slide Easier! 


1001 USES! Customers need it all over home, 
workshop, garage, office. For drawers, doors, 
screens, Cars, hinges, many more! 2 types—bot- 
Va. _ tle with applicator 59¢ and spray can $1.29. 
A. Westreich Co., Inc., Jamaica, N. Y. Order Mr. Slick today! 

Victoria Building Supply Co., San Pre-Sold to 


Francisco. | OVER 34 
Cariton Jones Hardware, Red Creek, MILLION 


N. Y. READERS 
O. H. Greene Lumber Co., Auburn, N. Y. in Top Magazines 
Rogers Hardware, Fulton, N. Y. , 


J. C. Blaser Hardware, Cleveland 
Heights, Ohio. 
Helpers Nurseries Inc., Cleveland, 








Burke’s Hardware, Port Byron, N. Y. 
R. D. Smith Hardware, Fair Haven, N. Y. 








G. N. COUGHLAN CO., WEST ORANGE, N. J. 
Want more facts? Circle 234, p. 103 











BUY 
VooES | CABINET HARDWARE 


EXTRA FEATURES PROVIDE EXTRA QUALITY 
MODERN STYLES WITH MORE EYE APPEAL 


e°(b eM 


NEW IMPERIAL QUALITY 
7 FINISHES IN CHROME, BRASS, COPPER AND BLACK 
TRIPLE PLATED—FOR GREATER WEAR AND LUSTER 
ZINC ALLOY DIE CAST METAL IS STRONGER 


FORELINE QUALITY 
WHITER AND BRIGHTER—DOES NOT FINGER MARK 
3 TIMES MORE RESISTANT IN SALT SPRAY TEST 


TRIMLINE QUALITY 
CHROME, BRASS AND COPPER FOR THE THRIFTY 


SELF SELLING DISPLAYS 
INCREASE SALES- REDUCE SELLING COST 








FORELINE 
IMPERIAL BAG IMPERIAL’ BLISTER TRIMLINE DISPLAY COUNTER 
BA WITH TAG SHELF BOX CARD CARD BOARD DISPLAY 


BETTER PRICES — UP TO 30% SAVING 
WRITE FOR CATALOG AND PRICES 


YODER MEG. CO. 1823 €. 17th st.e LITTLE ROCK, ARK 
Want more facts? Circle 235, p. 103 





Look to 


FULTON 


for the Finest 








NEW No. 242 - 
4.1 TO 1 GEAR RATIO, |\4 
1200 LBS. CAPACITY , 








A new winch with higher gear ratio and load capacity 
designed to handle heavier loads easier. Oil impregnated 
bearings assure long service life. Pinion gear and shaft 
of high carbon heat-treated steel. Two-way ratchet has 
positive “off” position. Pinion shaft and ratchet bolt 
bridge frame for additional strength. 











No. 296 TWO SPEED 
5.1 TO 1 or 12.1 TO 1 

GEAR RATIO, 

2000 LBS. CAPACITY 3 














The one marking pencil that writes 
on everything you sell or service 
Works mechanically 
No tape to unwind 
Neat, strong case AD 
Handy pocket clip me. 16 
Refills in 6 bright colors 








ASK YOUR WHOLESALER OR WRITE TO LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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Model 296 has exclusive free-spooling feature for easier, 
safer load control. Free-spooling lets the drum turn 
without the handle spinning as the load is safely con- 
trolled with the brake. The adjustable handle can be 
shortened to lift light loads fast and lengthened to lift 
heavier loads easily. Strong one-piece frame assures true 
gear alignment for longer wear. No. 296 is supplied in 
bright cadmium plated finish. 


No. 295 (not illustrated) with brake and free-spooling feature has 
5.1:1 gear ratio, 1500 Ibs. capacity. Bright cadmium plated finish. 





UNIVERSAL FRAME HITCH 














Individually boxed for easy stocking. Min- 
imum space and investment required as 
one model fits most cars—1950-61. Certi- 
fied malleable draw-bar—cadmium plated. 
2,000 lbs. capacity. 

FREE MERCHANDISER—Two color merchan- 
diser is effective counter or window display. 


No. 5190 DISPLAY deal includes 5 No. 190, 
1 is assembled with 178-C Chrome Ball. 


Safe, yet simple to use. To uncou- 
ple, depress safety lock and lift 
locking lever. To couple, push 
locking lever down: safety lock is 
automatic. Fulton offers a com- 
plete line of trailer couplings for 
No. M-2 DUAL- eve urpose. 
LOK COUPLING ld 
WRITE FOR FREE CATALOG 


THE FULTON CO. 


1912 S. 82nd Street Milwaukee 19. Wisi 


Want more facts? Circle 237, p. 103 
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Milwaukee Dealer Is Brand Name Winner; 
Penna., Md. and Two S. D. Stores Win 


National Supply & Hard- 
ware Co., Milwaukee, Wis., 
has won the Brand Name 
Retailer of the Year title 
in the Hardware - House- 
wares stores category of 
the 13th annual competi- 
tion. Four other stores will 
receive runner-up certifi- 
cates of distinction. 

The five winners will re- 
ceive their awards during 
a dinner to be held in their 
honor in the Grand Ball- 
room of the Waldorf-As- 
toria, New York City, on 
May 4. 

Certificate of Distinction 
winners are: Hardware 
Fair, Baltimore, Md.; West- 


side Hardware, Rapid City, 
S. D.; Schunemans, Inc., Pi- 
erre, S. D.; and Klingen- 
smith Hardware, Inc., New 
Kensington, Penna. 

All five dealers, families 
and business associates will 
be honored in a _ three-day 


celebration in New York 
leading up to the May 4 
dinner. 


There were 443 dealers 
entered in 24 categories of 
the contest. Entries were 
judged primarily on each 
firm’s 1960 brand advertis- 
ing and promotion, in addi- 
tion to educating customers 
and store personnel on the 
basic policy of featuring 
branded goods. 
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JOHN BERRYMAN 


John Berryman Joins 
American Hardware 


John Berryman, formerly 
with PRO Hardware, Inc., 
Larchmont, N. Y., has joined 
American Hardware Supply 
Co., Pittsburgh, Pa. whole- 
saler. 

Mr. Berryman has taken 
the post of dealer member- 
ship manager at American. 
He is already conducting re- 
gional dealer group meetings 
throughout American’s ter- 
ritory. 

Mr. Berryman was vice- 
president of the PRO Hard- 
ware organization. Before 
that he was a divisional sales 


manager of Janney-Semple- 
Hill & Co. where he assisted 
in establishing the former 
S & Q Store program. 


S & M Adds Paint Dept. 
Roy Sorenson Retires 


S & M Co., Minneapolis 
wholesaler, has created a 
paint department and has in- 
troduced its own line of paint 
and accessories under the la- 
bel of “Gold Seal.” An- 
nouncement was made by 
Phil Sieff, president. 

Robert M. Fleming has 
been named promotion man- 
ager of the new department. 
Carroll M. Satterstrom has 
been named sales manager 
for paint. 

Mr. Fleming is a veteran 
of 40 years of service with 
Janney, Semple, Hill & Co., 
former Minneapolis whole- 
saler, where he was vice- 
president of sales promotion 
and advertising. He was also 
a member of the executive 
committee and the board. 

Mr. Satterstrom, who was 
with Janney for 28 years, 
was paint and paint sundries 
buyer most recently. 

(Continued on page 170) 
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Stratton & Terstegge 
Elects J. L. Meagher 


James L. Meagher has 
been elected president of 
Stratton & Terstegge Co., 
Inc., Louisville, Ky., whole- 
saler. He was executive vice- 
president. 

Wilton H. Terstegge, for- 
merly president, has _ been 
elected chairman of the 
board. Mr. Terstegge has 
been president since 1919 and 
is the son of one of the 
founders. 

During the _ stockholders 
meeting, Robert H. Means 
was elected a director of the 
company. Mr. Means is gen- 






‘ ~ 


JAMES L. MEAGHER 


ROBERT H. MEANS 


eral manager of the heating 
and appliance division. He is 
a former director of Peaslee- 
Gaulbert and also manager 
of its appliance division. 


Pollan Rejoins Gem 


Lou Pollan has _ rejoined 
Gem Electric Mfg. Co., Inc., 
Brooklyn, as sales manager. 





HAROLD 





D H. SHELDON 


Wiltermood Elected 
President of Holt 


Harold R. Wiltermood has 
been elected president of Holt 
Mfg. Co., Oakland, Calif. He 
succeeds W. E. Holt, founder 
and president since 1924, who 
has been elected chairman of 
the board. 

Harold H. Sheldon, who 
joined the firm in 1953 as 
sales vice-president, succeeds 
Mr. Wiltermood as executive 
vice-president. 

Mr. Holt continues as pres- 
ident of the Holt Mfg. Co. of 
Florida and board chairman 
of Holt Mfg. Co. of New Jer- 
sey. 





HAROL 


Warner Promotes Two 


Warner Hardware Co., 
Minneapolis, has promoted 
Harold Miller from wholesale 
hardware buyer to. sales 
supervisor in the hollow 
frame division. Also, Riley 
Blodgett has been promoted 
to buyer in the wholesale 
hardware department. 





AGE while it’s NEWS 


THE TRADE 51s 
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Huey & Philp Elects 
Frazier President 


Harry B. Frazier has been 
elected president of Huey & 
Philp Co., Dallas wholesaler. 

Mr. Frazier has been a 
vice-president of Huey & 
Philp since last October, and 
executive vice-president of 
United Industrial Syndicate, 
Inc., New York. United pur- 
chased: 99 percent of the 
Huey & Philp stock last year 
under the terms of an offer 
by United president, Harry 
Lebensfeld (see HA Aug. 25, 
p. 107). 

Alvin H. Lane, president 
of Huey & Philp, and Wil- 
liam H. Philp, executive 
vice-president, have retired 
from the company. Mr. Lane 
is returning to his law prac- 
tice and Mr. Philp will be 
engaged in personal projects. 

Other officers at the whole- 
sale firm will be as follows: 
Olan Godwin, formerly sec- 
retary-treasurer, elected vice- 
president and secretary; Lee 
Roy Kelso, formerly hard- 
ware division sales manager, 
elected vice-president and 
sales manager of hardware; 
J. Preston Brashear, former- 
ly assistant secretary-trea- 
surer and credit manager, 
elected treasurer and assis- 
tant secretary. He continues 


in charge of credit. Raymond 
J. O’Neal continues as vice- 
president in charge of the 
hotel and restaurant supply 
division. 


Arthur Weyh Retires; 
Gilchrist Fills Post 


Arthur W. Weyh, has re- 
tired after 20 years with 
Coast-To-Coast Stores, Cen- 
tral Organization, Minneap- 
olis. He was housewares and 
gift merchandiser. Dean Gil- 
christ succeeds Mr. Weyh in 
this post. 

Mr. Weyh, whose merchan- 
dising experience extends 
over 40 years, started his 
career as a stock boy with 
the Golden Rule Store of St. 
Paul. He spent several years 
with department stores and 
then joined Sears Roebuck & 
Co. where he became as- 
sistant district manager in 
San Diego in 1936. Mr. Weyh 
then joined Marshall -Wells 
Co. in Duluth. He moved to 
Coast-To-Coast in 1942. 

(Continued on page 173) 


Ladder Firm Purchased 


DeLuxe Aluminum Lad- 
ders, Inc., South Miami Fla., 
has been purchased by Stan 
Sorenson and Don Anderson, 
formerly with DeLuxe Alu- 
minum Products, Inc. 





News About Dealers: Chicago Store Manager 
Honored; Barchell of Calif. Plans Store 





Chicago—Joseph Samuels, 
manager of TENENBAUM 
HARDWARE & SUPPLY Co., 
1011 Pulaski Rd., was hon- 
ored recently at a _ testimo- 
nial dinner commemorating 
his 25th anniversary with 
the firm. Mr. Samuels joined 
the company, a V & S Stores 
affiliate, as a clerk. 


Marysville, Calif. — Bur- 
chell Hardware Co., Inc., 
plans July 1 as opening date 
for its new hardware store 


now being built at Ninth & 
F Sts. According to presi- 
dent and general manager, 
Ken Dempsey, the new store 
will have 12,800 sq ft of sell- 
ing space and will represent 
an investment in excess of 
$250,000. Burchell moved to 
its present location on D St. 
in 1912. Mr. Dempsey has 
been operating the business 
for 10 years since it was ac- 
quired from the late C. M. 
Burchell. 

(Continued on page 173) 


John C. Cairns Is Elected Board Chairman; 
Howard L. Richardson President of Stanley 


The Stanley Works, New 
Britain, Conn., directors 
made two major changes in 
executive positions following 
the recent stockholders’ an- 
nual meeting. 

John C. Cairns, president, 


JOHN C. CAIRNS 


was elected chairman of the 
board. Howard L. Richard- 
son, executive vice-president, 
was elected president. 

Mr. Cairns joined the com- 
pany upon graduation from 
college in 1924. In 1941 he 
was made general manager 
of the Stanley Hardware 


Division and elected vice- 
president and a director of 
the company. In 1946 he was 
elected executive vice-presi- 
dent, and president in 1950. 

Mr. Richardson joined Syl- 
vania Electric Products, Inc., 


HOWARD L. RICHARDSON 


upon graduation from col- 
lege in 1933. He was named 
vice-president in charge of 
operations in 1956, and senior 
vice-president in charge of 
the electronic’s systems divi- 
sion in 1958. Mr. Richardson 
became executive vice-presi- 
dent of Stanley in 1959. 





EDWARD DURELL 


Durell Is President 
Of Union Fork & Hoe 


Edward Durell has been 
elected president of Union 
Fork & Hoe Co., Columbus, 
Ohio. He continues as chair- 


WILLIAM P. GILLESPIE 


man of the board. 

Union also elected William 
P. Gillespie to the board of 
directors. Mr. Gillespie is 
vice-president and director 
of sales and marketing. 
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Dealer Ad Program 
Topic at Federbush 


S. Federbush Co., Pater- 
son, N. J., wholesaler, recent- 
ly completed a_ series of 
dealer meetings throughout 
its territory. This is_ the 
first of a series of annual 
meetings. 

Program emphasis for this 
year’s meetings was on the 
Federbush dealer advertis- 


ing program. The program 


Alan Haubenstock (left) of S. Federbush Co. 


News of the Trade 


is custom built with mer- 
chandise selected by a mer- 
chandising committee of 
hardware dealers. 

More than 300 dealers 
attended the meetings con- 
ducted by Eugene Hauben- 
stock, president of Feder- 
bush, and Martin Hauben- 
stock. The program is a 
52-week advertising effort. 
Each dealer meeting ended 
with a social hour complete 
with refreshments. 


' 


discusses the dealer 


advertising program with Ed Hillpot, Hillpot Farm Stores, following 
one of the meetings held by the wholesaler. 





ELMER J. MURRAY 


Eimer Murray Joins 
Norfolk Products 


Elmer J. Murray has been 
elected vice-president, sales, 
and a director of Norfolk 
Products Corp., Norfolk, 
Conn. 

Mr. Murray will manage 
sales throughout the country 
to wholesalers on the com- 
pany’s lines of Center-sink 
pilot hole locator and Circle- 
sink pilot drills. 

Mr. Murray has many 
years of experience with 
hardware manufacturers and 
wholesalers. He was with 
Peck, Stow & Wilcox Co., 
Southington, Conn., as mis- 
sionary man and as vice- 
president and sales manager. 
Then he was in the whole- 
sale field, as sales manager 
of Bigelow & Dowse, Boston, 
and as merchandising con- 
sultant with Our Own Hard- 
ware Co., Minneapolis. Re- 
cently he was eastern divi- 
sion manager for Portable 
Electric Tools, Geneva, III. 


G. F. Wright Elects 
M. W. Wright President 


Merrill W. Wright, vice- 
president and general man- 
ager, has succeeded his 
father as president of G. 
F. Wright Steel & Wire Co., 


MERRILL W. WRIGHT 


GEORGE F. WRIGHT 


Worcester, Mass. He has 
been vice-president and 
general manager since 1958. 

George F. Wright has 
moved from the presidency 
to chairman of the board. 
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Patek Paint Becomes 
Valspar Subsidiary 


Valspar Corp., Rockford, 
Ill., and Patek Paint & Glass 
Ine., Milwaukee, have merg- 
ed with an exchange of stock 
involving more than $1 mil- 
lion. A joint announcement 
was made by R. J. Baudhuin, 
Valspar president, and W. O. 
Schwarz, Patek president 
and treasurer. 

Patek will be a subsidiary 
of Valspar and will operate 
separately. 

Mr. Schwarz has announc- 
ed his retirement and will 
be succeeded as_ president 
and treasurer by Norman D. 
Cota, Jr., who will alse be 
a member of the Valspar 
board. 


New Officers Elected 
At Hanna Paint Mfg. 


Several new officers have 
been elected by Hanna Paint 
Mfg. Co., Columbus, Ohio. 
In addition, M. W. Howson, 
Sr., treasurer and _. board 
member, announced his re- 
tirement. 

New officers elected are as 
follows: A. W. Prout, Jr., 
formerly secretary, elected 
vice-president and secretary ; 
Jay S. Hanna elected vice- 
president; and Lorenzo D. 
Sheets, formerly assistant 
treasurer, elected treasurer. 
E. R. Bletzacker has been 
named assistant treasurer. 











Dates Announced For 
Wholesalers’ Shows 


Bostwick-Braun Co., 
Annual Toy & Holiday 
Gift Merchandise 
Show, June 1-23, at 
company offices, Cor. 
Summit & Monroe Sts., 
Toledo, Ohio. 


Our Own Hardware 
Co., Summer Conven- 
tion, July 23-25, at 
company offices, 618 N. 
Third St., Minneapolis 
40, Minn. 


Geo. Worthington Co., 
Annual Toy & Gift 
Show, July 16-26, at 
company offices, 802 
St. Clair Ave., N.W., 
Cleveland, Ohio. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 150. 











Wallace Silversmiths 
Names R. T. Cleeland 


Raymond T. Cleeland has 
been appointed director of 
sales of the wholesale divi- 
sion of Wallace Silversmiths, 
Inc., subsidiary of Hamilton 
Watch Co., Lancaster, Pa. 

Mr. Cleeland, who was as- 
sistant director of sales for 
the division, will continue to 
be at the Lancaster offices. 





West Virginia Hardware Assn. Convention 


H. W. Rhodes, Home Hardware & Supply, Bridgeport, was elected 
president of the West Virginia Hardware Assn. at its Feb. 26-28 


convention in Huntington. 


J. E. Bradford, Chancellor Hardware, 


Parkersburg, was elected first vice-president. 


George Zipf, Zipf 


Hardware, St. Marys, was elected second vice-president. Elected to 
the executive committee were: Ben H. Byrne, Byrne Hardware, Gassa- 
way; James B. Heflin, Drane Hardware, West Union; Evan Cyrus, 
Cavendish-Cyrus Hardware, Huntington; H. A. Carmichael, Cameron 
Hardware, Cameron; and J. S. Larrick, Beckley Ice & Feed Supply, 


Beckley. Leonard Holdren, 


director. 


Parkersburg, 
Shown here, left to right, are: President Rhodes; Mr. 


continues as managing 


Bradford; Mr. Zipf; and Howard Boltz, Jr., Martinsburg, retiring 


president. 





ALIVE wih _. 
ee, 


painting power! 


Natural Hog Bristle 
Makes a better brush... 


Gives every painter a professional touch. 





Recommend natural hog bristle brushes today! 








This advertisement is sponsored by 


BRISTLE and HAIR DIVISION OF THE AMERICAN BRUSH MANUFACTURERS ASSOCIATION 
Want more facts? Circle 238, p. 103 


WRIGHT & MCGILL 


Impact ACTION... 


sells more rods! 


...made by the makers of Eagle Claw Hooks 


Your customers who buy new Wright & McGill “Impact Action” 

rods have a new pride-of-ownership because neither they — nor you — have Z AE 

ever held or fished with a rod like this before. Lf | 
“Impact Action’ brings more exact, more responsive action FF gf IMPACT ACTION 

*hiehi mo a LF” 4 is available in the following series 

and more “fishing fun: impact Action —L y 4 £35. of Wright & McGill rods including 
rods are built with faster taper, a larger-diameter, | ip ae ? th fly, spinning and spincasting. 

but thinner-wall butt section combined “a Be £8 a 
with a light-weight fish-sensitive tip. wait. fF . 5 oa ll Senatinent 19.95 
The ferrule is set closer to the } - Mra... Granger 24.95 
handle to avoid interference So 2 y me ia - lie sinc 

ni aah y ‘ Ae Ambassador 
with tip action. 





Please send my FREE Dealer Copy of Your New 
64-page 1961 Catalog. 











aa ca 
a 


WRIGHT & MCGILL CO. 31.22 08 25 


Want more facts? Circle 239, p. 103 
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double loop 


There’s a big, complete line of T&S weldiess chain 
in all sizes, metals and types including SASH e 
JACK e@ SAFETY e@ REGISTER e DOUBLE and 
SINGLE LOOP e PLUMBERS’ LINK e NAVY LINK 
@ FURNACE e BEADED e CABLE e UNIVERSAL 
@ AND MORE PLUS “S” HOOKS and other 
attachments. 


S CHAN? 


z 


COMPACT, SALES-BUILDER 
CHAIN DISPLAY 


Only 9” wide; 6%" deep; 
17” high 


More facts and prices on 
complete line are yours 
for the asking. 


THE TURNER & SEYMOUR 
MFG. CO. 


TORRINGTON, CONNECTICUT 


Want more facts? Circle 240, p. 103 
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News of the Trade 





news in brief of 


MANUFACTURERS’ AGENTS 


@ Lawson H. Yates Co., 
Nashville, Tenn.—This agen- 
cy, which continues to oper- 
ate following the death of its 
former owner (see HA Mar. 
9, p. 168), announces a new 
appointment. Thomas H. 
Kleppe has joined the firm to 
cover Georgia and Florida 
out of Jacksonville. Mr. 
Kleppe has had several years 
of experience in wholesale 
management and _ industrial 
sales. He was with a Yates 
account, Milwaukee Valve 
Co., before joining the 
agency. 


THOMAS H. KLEPPE 


@ Lansing Co., Lansing, Mich.—Four agencies have been 
appointed. Alabama and eastern Tennessee to R. H. Wel- 
some & Associates, Atlanta, Ga.; Mississippi, Louisiana, 
Arkansas and western Tennessee to T. M. Cox Co., 
Memphis; Missouri, lowa, Nebraska and Kansas to Ralph 
E. Miller & Associates, Kansas City, Kan.; Metropolitan 
Chicago, eastern Wisconsin and Indiana to W. H. Paradise 
& Associates, Chicago. 


@ Regina Corp., Rahway, N. J.—Three agencies named. 
Idaho, Utah, Montana, Wyoming, Colorado, New Mexico, 
Arizona and El Paso, Texas to Carle H. Sudakoff Co., 
Denver; North Carolina and South Carolina to Ray Kale, 
Charlotte, N. C.; north Delaware including Wilmington, 
eastern Pennsylvania and southern New Jersey to Gayle 
& Dee Co. 


@ Dominion Electric Corp., Mansfield, Ohio—Three agen- 
cies have been named. Western Pennsylvania and West 
Virginia to Charles W. Butler of Monroeville, Pa.; Dela- 
ware, eastern Pennsylvania and southern New Jersey to 
J. W. McGory of Narberth, Pa.; Washington, D. C., and 
Maryland to Robert Ingraham Associates of Bethesda, Md. 


@ Goodell Co., Antrim, New Hampshire — Southern Cali- 
fornia to Ralph Tassio & Associates, Duarte, Calif., for hard- 
ware; also southern California for hotel and restaurant 
equipment to J. M. Burden, San Gabriel, Calif. 


@ Robert J. Oliver Co., Sterling Junction, Mass.—Robert 
J. Oliver has founded this agency to cover six New England 
states in hardware, housewares and garden supplies. Mr. 
Oliver will have one man working with him. 


~ 


Gates Rubber Marks 
50th Business Year 





$150 million annually. 
Halters for horses, V-belts 
and half-soles for automo- 





Gates Rubber Co., Denver, 
Colo., is celebrating its 50th 
Anniversary as a maunfac- 
turer of V-belts, industrial 
hose and molded rubber 
goods. 


Gates was established by 
Charles C. Gates, a mining 
engineer who is still presi- 
dent of the company, as a 
maker of steel - studded 
leather bands to get more 
mileage out of automobile 
tires. The firm, then called 
Colorado Tire & Leather 
Co., was started on an in- 
vestment of $3500. World- 
wide sales now approach 


bile tires play the feature 
roles in the history of Gates. 
Steady expansion is the story 
of the company for all of 
its 50 years. 

The most recent expansion 
activities include the pur- 
chase of Metal Products Co., 
Wichita, Kan., a year ago; 
the opening of a 612,000 sq 
ft tire plant in Nashville; 
construction of a 190,000 
sq ft hose plant in Galesburg, 
Ill.; addition of a $500,000 
four-story, 147,000 sq ft 
building to the Denver fac- 
tory; and construction of 
plants in foreign countries. 





line up! 


Perfection Gas Space Heaters look like fine furniture, perform qi 
like furnaces, sell like hot cakes! Beautiful Console Styling, heat- 
mizer fuel economy. Full line of circulators, radiants, wall heaters, 


wall furnaces. Plenty of promotional help. Line up . . . and join 
the Perfection Profit Team! Write for details. 














PERFECTI@N 


» DIVISION HUPP CORP., 1135 Ivanhoe Rd., Cleveland 10, Ohio HUPP 
Manutacturers of famous Regulaire Furnaces, Air Conditioners, Heat — 
Pumps, Portable Heaters—since 1888. 


Want more facts? Circle 241, p. 103 














DOUBLE 


& LETTER 


SALES WITH ca | 
FREE DISPLAY Mee: AIP... has nw 


Not a dust catcher — hard- 


hitting, sales inviting, always Detecto’s new K400...to retail at $8.95. $9.45 WEST OF MISS 
orderly display that sells and 


stocks! Occupies only 15°’. 
Display FREE with 37350 As- 
sortment of 40 doz. L-100 2 in. 
Letters & Nurnbers (A through 


Z, | through 0) plus Frames. 
Retail, $37.80. ew, - is 


ORDER FROM YOUR JOBBER 


HY-KO Products Co. | DETECTO Scales— 
3 Built for SALES! 


You get accurate weight no matter where you stand on these 
new Detecto’s. They ‘shift’ automatically to accommodate you! 
That's only one of the 3 big sales extras built into this com- 
plete, new line. Other features developed from 2 years of 
engineering research include: 
THE SNOW WHITE PLASTIC IN A TUBE P e They’re snug on a rug...top accuracy even on carpets! 
e They go ‘home’ to zero...no fluctuation ever! 
pal 3 AND Ti LE : S ALL 3 OF THESE DETECTO DEVELOPMENTS 
: | ARE PROTECTED BY U. S. PAT. NO. 2969229 


ey NIT ¢ eS : M ion ’ Beautifully decorator-styled, these Detecto Scales are sales- 














Want more facts? Circle 242, p. 103 








makers ...and then some. Boost your scale department with 
them ...and with the famous Detecto name! 


DETECTO 


“ << y Other models include: 
DE WITT PRODUCTS CO. K500—To retail at $12.95. K300—To retail at $6.95. 
5858 PLUMER ST. + DETROIT 9, MICH. $13.45 west of Mississippi. $7.45 west of Mississippi. 


Want more facts? Circle 243, p. 103 Want more facts? Circle 244, p. 103 
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You can sel/ everyone. 
from MASONS to HOME HANDYMEN! 


SANDS LEVELS 


MAHOGANY 


ALUMINUM SUGAR PINE 


A style and type for every need and price! 


Watch your level sales climb once you show 
customers the top-quality SANDS and economy- 
priced SAND’S-CRAFT Levels...first name in 
levels since 1895. The wide selection of modern 
styles and types gives you off-the-shelf availability 
with sales appeal ranging from the discriminating 
home handyman to the productive craftsmen. 


PLUS A COMPLETE LINE OF CEMENT 
FINISHER’S AND PLASTER'S TOOLS 
® 
< SANDS = 


cere & Toot co. Sold Through Wholesalers Only! Write . . . 
=<“ I sands 


HARMON ‘) Level and Tool Division 


macmine CO 7 of Harmon Machine Co., Inc. 
7 225 West Lewis, P.O. Box 147 
¥-| Wichita 1, Kansas, AMherst 5-4611 





News of the Trade-—— 


B. W. COLTMAN, JR. 


B. W. Coltman Elected 
By Republic Molding 


Bertram W. Coltman, Jr., 


vice - president and general 
manager, has been elected ex- 
ecutive vice-president of Re- 
public Molding Corp., Chi- 
cago. He has also. been 
elected to the board. 
Richard C. Klebbe, 
tant manager, has 
elected vice-president. 


assis- 
been 


William R. McDonald, a 
former sales manager of Re- 
public, has rejoined the com- 
pany as vice-president and 
sales director. 

Theodore Schlink, Jr., for- 
merly in charge of the Chi- 
cago territory, has_ been 
named vice-president and 
sales manager. 


Plastics Mfg. Elects 
Three to New Posts 


Three top executives have 
moved to new posts at Plas- 
tics Mfg. Co., Dallas, Texas. 

Elgin B. Robertson, for- 
mer president and chairman 
of the board, has become 
chairman of the board. 
W. L. Cone, Sr., formerly 
vice-president and general 
manager, has been elected 
president. And, Richard Cone, 
formerly manager of the 
housewares division, has been 
elected vice-president of sales 
for the housewares and com- 
mercial divisions. 








Went more facts? Circle 245, p. 103 





Here’s Why This 4aanor,s 
KEY-BAK | 


Key Reel 


COUNTER CARD 


MAKES EASY MONEY ,' 
FOR | 


Wean it On SOUR BEL 


KEY-BAK Key Reel is HIGHLY ADVER- 
TIZED in such magazines as POPULAR 
MECHANICS, TRUE MAGAZINE, etc. 
KEY-BAK advertising is seen by over 
5,000,000 people EACH MONTH. You 
make money from KEY-BAK advertis- 
ing when you prominently display the 
famous self-selling KEY-BAK Counter 
Display Card in your store. We'll tell 
them .. . then, you sell them! Get 
KEY-BAK now from your jobber 

or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It's 
worn on the belt by millions of men who carry keys. Swedish clock 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys 
always safe and a at wearer's side. LIFETIME GUARANTEE 


of Mississipp 
CTL COMPANY 


Stewort 


RETAIL 


$295 


ORDER IT 
NOW! 


Wisconsin 


Want more facts? Circle 246, p. 103 
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ROBERT M. FLEMING 


S & M Adds Paint Dept. 
Roy Sorenson Retires 


(Continued from page 164) 

The Gold Seal paint line, 
which will be available to 
dealers this Spring, offers a 
special coloring system de- 
signed to eliminate costly in- 
ventories. 

In other changes at S & M, 
veteran hardwareman Roy 
Sorenson has retired after 
47 years in the industry. He 
was hardware merchandise 
manager. 

Mr. Sorenson started his 
career in 1914 as assistant 
sporting goods buyer in the 
Duluth branch of Marshall 
Wells. In 1942 he became 
merchandise manager. Mr. 
Sorenson retired from Mar- 
shall Wells in 1958, but a 
short time later, he joined 
the young S & M Co. te help 
expand its hardware selec- 
tion. 


CARROLL M. SATTERSTROM 


ROY SORENSON 


The S & M hardware divi- 
sion has been divided into 
two departments. Russ 
Perry, formerly with Janney, 
is now in charge of plumb- 
ing, gardening and farm 
supplies. Perry Nordquist, 
formerly assistant to Mr. 
Sorenson, has been named to 
handle hand tools, electrical 
tools, and builders’ hard- 
ware. 








THE BIG NAME 
IN GUN 
CLEANING 


HOPPE’S 
— 


and : 
better 6 
than ever! _—oa a, 
. ct, = 


GUN CLEANING OUTFIT 
Show ‘CW aud you Sell ‘EM! 


Put Hoppe’s Outfits Right On Your Counter 


Millions of hunters and gun fanciers have proved Hoppe’s Gun 
Cleaning Outfits best! Hoppe’s Outfits contain everything needed 
to keep guns in A-1 condition — famous Hoppe’s No. 9 Solvent, 
Oil, patches, wipers, nylon bristle brush, cleaning rod, instruc- 
tions. All in a beautiful redwood chest (De Luxe: $3.75 retail) 
or in a sturdy green enameled steel carrier (Utility: $3 retail). 

Selis on sight the year ‘round. Perfect for gifts. 

: Display them for fast turnover. 


NEW OVAL 
SHAPED 


AMPERS 














UTILITY 


ASK YOUR 
JOBBER FOR 
HOPPE’S 





— 
FRANK A. HOPPE, INC. 


2314A N. STH STREET ¢ PHILADELPHIA, PA. 
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best-sellers by Perfect-Line 


Perfect-Line’s new one-gang T-11 box SAVES TIME, LABOR AND 

MONEY. Replaces 3 ordinary boxes, weighs 24 less and comes 

with 3, 4 or 5 Ya” or 34” tapped holes. Takes all std. weather- 

proof devices, lamphoider plates or blanks. For grounding 

specify TG-11. Window-box pkgd. 2 aluminum plugs sup- 
plied. Only 234"x442"x2”. 

















Hamper F42...to retail at $16.95. $17.95 WEST OF MISS 
Basket F46...to retail at $5.95. Brush Holder F477...to retail at $6.95 
Bench sized Hamper F43 (not shown) $15.95. $16.95 WEST OF MISS 


With DETECTO’S 
beautiful new 
OVAL Hamper Ensembles! 


Sleek as Detecto’s all-new line of scales... in up-to-the-minute 
oval shapes! 


Rich, quilted plastic exteriors give them shimmering beauty. 
Thick, cushiony lids. Snagproof, enamel insides...guaran- 
teed against rust. (Also available in horizontally-fluted plastic 
without fins.) 


Sell these '61-styled hampers alone. Or match them in hand- 
some ensembles with Detecto’s new scales. Either way, 
expect dramatic sales boosts! 


Half your selling job is done...by the Detecto name alone! 


ONE-GANG WEATHERPROOF 
CAST ALUMINUM 
MULTI-PURPOSE 


FLUSH-DUPLEX 
WEATHERPROOF 
“DUO-LOK” 
RECEPTACLES 





New grounding-type P-L Receptacle or Receptacle /Switch comes 
with dual position ‘‘Duo-Lok’’ snap-caps. Protects fingers and 


cords and provides completely weatherproof seal. Made of die- 
cast aluminum, the ‘‘Duo-Lok’’ comes with long-life stainless 
steel hinge-springs, gasketed die-cast cover, rubber mat & 
mtg. screws. Handsomely packaged to sell on sight. 


PERFECT-LINE MFG. CORP. 


HICKSVILLE, L. 1.. NEW YORK ¢ WE 1-3330 
Want more facts? Circle 248, p. 103 





DETECTO 


DETECTO SCALES, INC., 540 PARK AVENUE, BROOKLYN 5, N. Y. 


For information, write Detecto, or contact: Atlanta, Ga.: Bob Welsh & Co. + Baltimore, Md.: 
A. Littlejohn + Boston, Mass.: J. McElroy + Chicago, II!.: W. Jacobson + Cleveland, Ohio: Myers & 
Co. + Dallas, Texas: D. U. Parker « Denver, Col.: Archibaid & Millie « Kansas City, Mo.: O’Connor- 
Sawyer & Assoc. + Los Angeles, Calif.: J. J. Firestone « Memphis, Tenn.: T. J. Carroll + Miami, Fla.: 
J. W. Robertson + New Orleans, La.: Charlies M. Samuel, Jr. « New York: J. Goldner, F. Daub + Oak 
Park, Mich.: Phil Entin « Okiahoma City, Okla.: T. L. Gooch + Rochester, N. Y.: H. N. Metzger + San 
Francisco, Calif.; Wagener & Swanson « Seattie, Wash.: P. N. Smith « Toronto, Canada: Diwalt Sales 


Want more facts? Circle 249, p. 103 
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mee===sACKERMAN-JOHNS ON...-- 


EXPANSIVE SCREW ANCHORS | 


WITH THE SUPERIOR STEEL NUT (threaded cone section) 


Insist on the gen- 

uine product... 

look for the name 
ACKERMAN- 
JOHNSON. 


The first... and the very best in Expansive Screw Anchors! 

Easily and quickly installed, and provides an exceedingly secure 
and most rigid anchorage . . . of great holding power. And once 
it's anchored, it remains firm indefinitely; even if fixtures are re- 
moved and replaced many times. 





Our hard steel threads require 
no thread protection; there are no 
die cust threads to gall or strip. 


NOTHING 
HOLDS AS 
WELL AS 
ACKERMAN'S 
Saves time and money in in- 
stallation . . . requires holes of les- 
ser depth, and shorter length screws. 





Distributes strain on wall equally 
in all directions 
. . « lessens dan- 
ger of breakage 
or fracture. 





Write for new catalog covering 
Complete Line of Fastening 
Devices. 


ckerman - Johnson ory 


625 WEST JACKSON BLVD., CHICAGO - 55 PARK PLACE, NEW YORK 


ORIGINATORS OF THE EXPANSIVE SCREW ANCHOR 
Want more facts? Circle 250, p. 103 





Directional 
COMPASS | 


MAGNIFTYER LENS 


ad For FREE Catalog 


REMINGTON HARDWARE c0., INC. 
100 GREENWICH STREET ° NEW YORK 6 


Want more facts? Circle 251, p. 103 
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- _— -News of the Trade—— 
brief reports of 


MANUFACTURERS SALESMEN 


@ Black & Decker Mfg. Co., Towson, Md.—Four salesmen 
named. Larrison C. Goodman from Dallas district to the 
Dallas, E] Paso and Amarillo area. He replaces J. D. Hogue, 
who has transferred to another division; John D. Kneebone 
from St. Louis district to Evansville, Peoria area replacing 
John K. Fitz-Gerald who has transferred to Cincinnati; 
James T. Swisher from Cleveland to the Youngstown, 
Wheeling, Charleston area replacing F. O. White who 
has resigned; William J. Baker from Cincinnati to the 
Cincinnati, Louisville area. 


@ Owatonna Tool Co., Owatonna, Minn.—Ralph W. Long, 
formerly with Black & Decker Mfg. Co., to central Califor- 
nia for OTC tools and equipment; Gordon F. Packer, for- 
merly with Brown & Sharpe Mfg. Co., to southern Califor- 
nia and Arizona for OTC tools and equipment. 


@ Daisy Mfg. Co., Rogers, Ark.—Jack Reed, formerly with 
Missouri Conservation Dept., appointed director of training 
services. He will teach safe shooting practices to Boy 
Scouts, school students and so on. 


@ Toastmaster Div., McGraw-Edison Co., Elgin, Ill.—Ed- 
ward J. Egyed joins the firm as district manager in North 
Carolina and South Carolina. 


@ Stanley Power Tools Div., Stanley Works, New Britain, 
Conn.—William W. Keys, formerly special salesman, to 
western Missouri, Kansas, Oklahoma and Fort Smith, Ark. 


@ Moore Push-Pin Co., Philadelphia—Milton E. Havlick to 
Texas, Louisiana, Oklahoma and Arkansas out of Houston. 


@ John W. Masury & Son, Inc., Baltimore, Md.—Fred 
Doelling has joined the firm as a representative. 





Alabama Dealers Elect New Officers 


Clarence M. White, Jackson Hardware & Supply Co., Jackson, was 
elected president of the Alabama Retail Hardware Assn. at its 
Mar. 7-9 convention in Birmingham. Georg: Bailey Sr., Parker- 
Sledge Hardware, Montgomery, was elected first vice-president. Otis 
Benson, Benson Hardware Co., Birmingham, was elected second vice- 
president. Directors are: Hubert Aycock Jr., U. G. White Hardware 
& Furniture Co., Athens; Harry Sherer, S&W Hardware Co., Jasper; 
Josh Dobbs, Dobbs Hardware & Furniture Co., Haleyville (new); 
George Limbaugh, Limbaugh Hardware, Childersburg; D. W. 
Moody, D. W. Moody Hardware Co., Montgomery; L. D. Owens Jr., 
Builders’ Hardware & Supply Co., Bay Minette; J. P. Phillips, Phillips 
Brothers Hardware Co., Roanoke; B. Y. Williams, Williams Hardware 
Co., Midfield; Bill English, Watson-English Hardware Co., Brewton 
(new); D. C. Younce, Younce Hardware & Supply Co., Mobile; Hu- 
bert Roberts, B & R Hardware Co., Winfield (new); and lke Wal- 
lace, Wallace Hardware Co., Abbeville (new). Members of the Ad- 
visory Board are: Bill Wittmeir, Wittmeir's, Oneonta, retiring 
president; Jack Wild, Wild Bros. Hardware Co., Evergreen; and 
Frank Ledbetter, Southern Hardware Co., Attalla. Shown here, left 
to right, are: Mr. Benson; President White; A. B. Hill, managing 
director; and Mr. Bailey. 








News About Dealers: 





(Continued from page 165) 
Oakland, Calif. — SImMon 
HARDWARE Co. has been 
awarded a commendation by 
the city of Oakland for its 
60-year record of “active 
and imaginative manage- 


ment.” The council commen- 


News of the Trade 


dation cites the 


namic growth from modest 


beginnings to a multimillion | 


dollar enterprise. In addition 
to its main store, Simon’s 
has a large warehouse in the 


city, a new 100,000 sq ft | 


branch store in Walnut 
Creek and another store to 


be opened in Hayward this | 


Bertram E. Simon, (third from right), president of Simon Hardware 
Co., receives an “outstanding service” certificate from Odakland, 
Calif., Mayor Clifford E. Rishell (seated), during ceremonies at the 
mayor's office. Others present are, left to right; Stanley D. Simon, 
board chairman; Eva Simon; Anna Simon; Perry Hammett, treasurer; 
and Oakland city manager Wayne E. Thompson. 





DEAN GILCHRIST 


Arthur Weyh Retires; 
Gilchrist Fills Post 
(Continued from page 165) 


Mr. Weyh, who is a foun- 
der and vice-president of the 
Twin Cities Hardware- 
Houseware Assn., was hon- 
ored at a dinner given by 
Coast-To-Coast associates re- 
cently. 

Mr. Gilchrist’s background 
includes association with Ace 
Hardware Stores, most re- 
cently, and with the former 
Kelley - How-Thomson Co., 
United Hardware, and Er- 
ickson Oil. 


Fisher Heads Puritan 
As General Manager 


Frank W. Fisher has been 
named general manager of 
Puritan Fireplace Furnish- 
ings, a division of Wallace 
Silversmiths, which is a part 


ARTHUR W. WEYH 





of Hamilton Watch Mfg. Co., | 


Lancaster, Pa. 


J. Gordon Graning has | 
sales | 


been named general 
manager of the firm. 

Mr. Fisher was general 
manager of the Biggs/ Tuttle 
Div. of Hamilton before his 
latest appointment. 


American Chain Names 
Hosmanek to Service 


Paul Hosmanek has been | 


named national service man- 
ager for the Lawn Mower 
Div., American Chain & 
Cable Co., Inc., Exeter, Pa. 

Mr. Hosmanek, who has 
nine years of experience in 
the lawn and garden equip- 
ment field, was a representa- 
tive for the Lawn & Garden 
Div., Outboard Marine Co. 
Before that he was a service 
coordinator for Midland Co. 
and Milwaukee Equipment 
Co. 


wos »- APe you getting your share 
of the ballcock business? 



































You’re not unless you are continually promoting 
better toilet performance. 





The old adage—Out of sight, out of mind—per- 
fectly describes your customers’ attitude about 
ballcocks and other tank trim. To combat this, 
explain the many practical advantages of re- 
placement such as water savings and quieter, 
trouble-free operation. In most cases, you can 
show how a new Mansfield ballcock can actually 
save more than it costs. 


ee 
09 BALLCOCK... . 


premium performance 
at economy price 


Low in cost, the 09 is your 
best buy in a ballcock. Out- 
standing features include life- 
time nylon valve seat, neoprene 
plunger seat, compound lever 
action and positive closure at 
all pressures. Durable red brass 
and copper construction. 

















422 SHANK EXTENDER 


eliminates need for 
repair shank hallcocks 


Extends 1%4”’ shank of a standard ballcock an 
extra 1’ or the equivalent of a 2%4”’ repair shank. 
Small enough to permit carrying several in every 
tool box. Permits immediate repairs on jobs that 
formerly required a second trip for materials. 


For full facts about Mansfield’s complete brass 
line, write for bulletin LL-9479. 


A-13S7A 


MANSFIELD Sanitary, inc. 
Perrysviile, Ohio 


e@eeeeeseesceoeeoeoeoeoeeoe ee eeseee02ee 0 ¢ 
Want more facts? Circle 252, p. 103 
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Waterbury Lock Buys 
Reese Padlock Co. 


Waterbury Lock & Spe- 
cialty Co., Milford, Conn., 
has acquired Reese Padlock 
Lancaster, Pa. Several 
changes were announced by 
John E. Peterson, Jr., execu- 
tive vice-president of Water- 
bury. 

Fred Hardy, former vice- 
president and general man- 


Co.. 


News of the Trade 


ager of Reese, has. been 
named vice-president and 
general manager of Water- 
bury. 

Albert Mueller, former 
sales manager of Waterbury, 
has been promoted to vice- 
president of sales and sales 
manager. Also, Robert Hug, 
former assistant treasurer 
and assistant secretary, has 
been named treasurer and 
assistant secretary. 


Officers of Woterbury Lock & Specialty Co., Milford, Conn., are, 
standing left to right: J. E. Peterson, Fred Hardy, Albert Mueller. 
Seated, J. Edward Peterson, president. 





Holding Company Buys 
Logan-Gregg Hardware 


Logan -Gregg Hardware 
Co., Pittsburgh wholesaler, 
has been purchased by Longo 
Industries, a Cincinnati hold- 
ing company. 

A spokesman for the new 
owner told HARDWARE AGE 
that “the new owners will 
give the company the benefit 
of aggressive management.” 

Thomas Longo, president 
of Longo Industries, becomes 
president. Harvey McMillin, 
former president, becomes 
vice-president in charge of 
operations. 


Carse Heads Sales 


At Clayton Mark & Co. 


Mark & Co., 
Ill., has named 


Clayton 
Evanston, 


CARSE 


JAMES B. 


James B. Carse general sales 
manager. 

Mr. Carse, long active in 
industrial distribution, was 
director of marketing for 
Rust-Oleum Corp. From 1946 
to 1956 he was a marketing 
executive with S. C. Johnson 
& Son, Inc. Before that he 
was with Westinghouse Elec- 
tric Corp. 


Hardware Square Club 
Shore Dinner Date 


The annual Shore Dinner 
of the Hardware Square 
Club of New York will be 
held Thursday evening, May 
18. 

Hotel Astor will be the lo- 
cation and the festivities will 
feature a complete Shore 
dinner and entertainment. 
Harry Kaminstein is chair- 
man of the arrangements 
committee. 


Bill Purtell Purchases 
Connecticut Company 


W. A. “Bill” Purtell is back 
in the hardware business. 

The former United States 
Senator from Connecticut has 
purchased the Electric Sol- 
dering Iron Co., Inc., of Deep 
River, Conn. He is president 
and general manager. 

Mr. Purtell, in 1929 founded 
the Holo-Krome Screw Corp. 
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OBITUARIES 





Charles P. Blair 


Charles P. Blair, 
ing, 


F lush- 
N. Y., manufacturers’ 
representative, died March 
23. Mr. Blair entered the 
hardware business as a 
salesman for Corbin Cabinet 
Lock Co., New Britain, Conn. 
He later became vice-presi- 
dent of Miller Lock Co. and 
president of D. W. Gray Co., 
New York. Mr. Blair was a 
representative for Safe Pad- 
lock & Hardware Co., Ma- 
rion Tool Corp. and Port 
Austin Level & Tool for the 
last 30 years. 


Ray Colglazier 


Ray Colglazier, 65, retired 
housewares buyer of Van 
Camp Hardware & Iron Co., 
Indianapolis wholesaler, died 
March 24 following a long 
illness. He had been house- 
wares buyer from 1943 until 
he retired last December. Be- 
fore that Mr. Colglazier 
traveled southeastern Indi- 
ana for 20 years for Van 
Camp. 


Charles W. Boyle 


Charles W. Boyle, former 
Pacific Coast sales manager 
for Wheatland Tube Co., 
Philadelphia, died March 23 
after a short illness. 


Harper Cox 


Harper Cox, 54, co-owner 
of Jonesboro Hardware & 
Gift Shop, Jonesboro, La., 
died suddenly in mid-March. 


Samuel R. Adamson 


Samuel R. Adamson, 53, 
vice-president and director 





and he served as president, 
treasurer and general man- 
ager until 1952. Mr. Purtell 
also served for many years as 
president, treasurer and gen- 
eral manager of the Billings 
& Spencer Co., Hartford, 
Conn. 

He is a past president of 
the American Supply & Ma- 
chinery Mfrs. Assn. 


Hill Leaves NPVLA 


Ray A. Hill, former trade 
sales director of the National 
Paint, Varnish & Lacquer 
Assn., Washington, D. C., 
has joined the Home Builders 
Assn. of Philadelphia and 
Suburbs as executive vice- 
president. 


of Miracle Adhesives Corp., 
Bellmore, L. I., N. Y., died 
recently at his home after a 
short illness. Mr. Adamson, 
who was also midwest divi- 
sion manager, had been with 
Miracle since 1947. 


M. W. Dugan 


M. W. Dugan, 78, chair- 
man of the board of Emmons- 
Hawkins Hardware Co., 
Huntington, W. Va., died in 
a Huntington nursing home 
following a long illness. Mr. 
Dugan joined Emmons- Haw- 
kins in 1913 as a bookkeeper. 
In 1915 he was elected sec- 
retary and assistant trea- 
surer and also a_ director. 
Mr. Dugan became president 
in 1938 and held that post 
until 1959 when he moved to 
the board chairmanship. 


William C. Timberlake 


William C. Timberlake, 84, 
president of Timberlake 
Hardware Co., Texarkana, 
Ark., died March 13 at his 
home. Mr. Timberlake joined 
the old Hoffman hardware 
firm of Texarkana in 1898. 
Soon afterwards he started 
his own business and op- 
erated it for 40 years in one 
location before moving it to 
its present location at 306 
Main St. in 1944. 


Charles W. Ackerman 

Charles W. Ackerman, 81, 
retired shipping clerk at 
Belknap Hardware & Mfg. 
Co., Louisville wholesaler, 
died in early March at Ken- 
tucky Baptist Hospital. Mr. 
Ackerman retired nine years 
ago. 


Thomas V. Forsman 


Thomas V. Forsman, 53, 
superintendent at Schwa- 
bacher Hardware Co., Seat- 
tle, Wash., died recently of a 
heart attack. Mr. Forsman 
had been with the company 
for more than 20 years. 


Harold F. Grebe 


Harold F. Grebe, 63, a 
partner in Grebe Brothers 
Hardware, Barrington, IIl., 
died of a heart attack March 
15 near his Barrington home. 


John F. Lish 

John F. Lish, manager of 
Lish Hardware Co. in Dick- 
inson, N. D., died in mid- 
March following a long ill- 
ness. 





HA Photo Angles 


A report in pictures 


of events in the trade 


Manufacturers’ booths jammed the new warehouse of Builders’ Hardware & Supply Co.. 
Tulsa, Okla., wholesaler, during its recent open house and dealers market. Attendance was 
good and dealers were in a buying mood, according to Robert A. Wesche, president (see 
HA, Feb. 9, p. 190). 


Mr. and Mrs. Louis C. Watkins visit with R. A. Macklanburg, Jr. (left), pres- 
ident of Macklanburg-Duncan Co., during a tour of the M-D plant. Mr. 
Watkins won a population guessing contest conducted by the Chamber of 
Commerce of Greater Oklahoma City. He missed the 1960 census figure 
for the population of Oklahoma City by only eight. Mr. Watkins, Watkins 
Hardware & Appliances, Maryville, Mo., won $1000 from Oklahoma City 
and a matching $1000 from M-D for using an entry blank bearing the firm's 


trade mark. 


This is a front view of the new Georgia- 
Florida Hardware Assn. building in 
Orange Park, Fla. The building was 
dedicated March 25, the day before 
the group's annual convention (see ad- 
jacent photograph of officers and direc- 
tors). 


.* Fo 
as 

* 

ee 


Martin F. Stuck, New Smyrna Beach, Fla., was elected president of the Georgia-Florida Hard- 
ware Assn. at the annual convention held at Jacksonville Coliseum in late March, the day after 
dedication of the group's new building (see adjacent photograph). Shown here, left to right: 
Dale S. Greene, Columbus, Ga.; Harris Dill, Ocilla, Ga.; George Murray, Atlanta; John D. 
Crawford, Jacksonville, all directors; Robert L. Ricker, Orange Park, Fla., secretary-treasurer; 
Mr. Stuck; John Crowder, Bradenton, Fla., director; Edgar D. Pennington, Lafayette, Ga., im- 
mediate past president; E. R. Bates, Atlanta, vice-president; Kelley Stough, Pelham, Ga., direc- 
tor. E. H. Strickland, Bristol, Fla., director, is not in photograph. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 


(Specico! Rate) set solid, maximum 
50 words 
Each additional word 
Allow Seven Words for Keyed Address 


or Your Address 





BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%/ discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa 


CLASSIFIED ADVERTISING RATES 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is 
Thursday. Classified forms close 3 
prior to publication date. 


published every other 
weeks 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED Mg REPRESENTATIVES WANTED 





PROMINENT 
HAND TOOL 
MANUFACTURER 


Desires representation from es- 
tablished firm to cover Auto- 
motive, Hardware and Mill 
Supply Jobbers in the states 
of Alabama, Florida, Georgia, 
North Carolina, South Carol- 
ina and Tennessee. When re- 
plying advise lines you now 
handle and a resume of your 
organization. 
Write Box 424, c/o HARDWARE AGE, 

Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES WANTED to handle 
our carpenters’ and mechanics’ hand tools in the 
following territories, Texas-Oklahoma, Arkansas- 
Louisiana, Pennsylvania. -New Jersey- ‘New York 
excluding New ork Metropolitian. Old es- 
tablished manufacturer, but progressive. Have 
new products and strong manufacturer-agent-dis- 
tributor-dealer support program in order to build 
strong sales position. Write Box 422, c/o Harp- 
— Ace, Chestnut & 56th Sts., Philadelphia 


OPPORTUNITY! 
MANUFACTURER'S REPRESENTATIVE 


Aggressive producers. East, Midwest, South, 
New Englard. Calling on hardware ‘jobbers. 
distributors, wholesalers, dealers. Beautiful out- 
door Plastic Home Decorator Plaques and flex- 
ible self-adhering Plastic a — Numbers. 
Write full details first time. P. E. Company, 
106 Naylon Avenue, je wg New Jersey. 





REPRESENTATIVE WANTED FOR 
BATH ACCESSORIES 


Want experienced representatives now calling on vol- 
ume buyers in their area. We make full line of 
towel bars, paper holders, etc. Write us giving de- 
tails of background for consideration in your terri- 
tory. Sea-Chrome Company, 1032 Gerhart, Los 
Angeles 22, California. 








PAINT BRUSH SALESMEN WANTED 


For Kansas and Missouri by national paint 
brush manufacturer. Established territory. State 
full particulars in first letter. Must have follow- 
ing and calling now on paint, hardware 
stores and lumber yards. 


Write Box 421, ¢/o HARDWARE AGE 
Chestnut & 56th Sits., Philadelphia 39, Pa. 











DISTRIBUTORS WANTED 
Open Territories for Cordless Electric 
Shaver, German. High quality. $12.95 
retail. Attractive deal. Sole distribution 
for U. S. Sample $7.00 prepaid. 
TRANSWORLD TRADING COMPANY 


565 5th Ave., New York 17, New York 
OX 7-8770 








REPRESENTATIVE WANTED 
EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 











SALESMAN WANTED 


Leading manufacturer of hand tools has territory 
opening for full time salesman for the territory 
consisting of Mississippi, Alabama, Georgia and 
Florida. Sales are to hardware, automotive, and 
industrial supply uses. Salary, automobile and 
expenses furnished. Give all particulars regarding 
experience and background. 


Write Box 402, c/o HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 











POTTERY, GLASS, GIFT TRAVELING 
SALESMEN WANTED by expanding distribu- 
tor to small town variety, hardware stores. Com- 
mission with draw. Several Midwest and Rocky 
Mountain territories open, Upper New York-New 
England, and Texas-Oklahoma. Write fully for 
interview. Box 419, c/o Harpware Acer, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





SALESMAN, sideline calling on retail stores 
and jobbers. Amazing inside LOXEM SAFETY 
LOCK makes any door SAFE from burglars. 
Exclusive safety-benefits. Now sold throughout 
U.S. Our sales show steady increase. Liberal oa. 
missions.” Choice firotected territories. LOX 
Manufacturing Company, 481 Main Street, 
Rochelle, New York. 


New 





HARDWARE REPRESENTATIVE 
WANTED to solicit New Jersey, North of 
Trenton, Eastern Pennsylvania. For a leading 
Builders Hardware Manufacturer offering a com- 
e selection of hinges, hydraulic door closers, 
indrical lockets, elf and cabinet hardware, 
ac. fasteners and other popular fast selling 
Builders Hardware items. If interested contact 
Sox 212, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa., givjng your qualifica- 
tions and full particulars. 











ee 


MANUFACTURERS’ REPRESENTATIVE 
W ANTED—hardware or cement and plaster fin- 
ishing lines. eee national distribution. New 
roducts. For further details, write to Ernco 


nterprises, Box 422, South St. Paul, Minnesota. 
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SALESMEN WANTED to seil a full line of 
builder’s hardware, locks and locksmith supplies. 
Territory open. Liberal commission. Only ex- 
perienced men need apply. Write Box 415, c/o 
ogg Acre, Chestnut & 56th Sts., Philadel- 
pnia a. 





SALES REPRESENTATIVES WANTED sell 
full line of imported shotgun shells for AA-1 
firm. Must have following with all types of re- 
tailers, who handle ammunition. Prefer repre- 
sentatives with previous ammunition selling ex- 
perience. Choice territories available =. All 
replies held in strict confidence. Box 320, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





LIVE AND ACTIVE REPRESENTATIVES 
WANTED by an established paint brush manu- 
facturer with excellent reputation specializing in 
over-the-counter paint brushes. Many lucrative 
territories available. Leads provided. Must have 
experienced men willing to cover their areas and 
currently calling on Jobbers and Chains. Write 
Box 409, c/o Harpware Ace, Chestnut & 56th 
Sts.., Philadelphia 39, Pa. 


SALES REPRESENTATIVE WANTED for 
established paint brush manufacturer, high com- 
missions, several protected territories open, ex- 
cellent opportunity for salesman having contact 
with hardware, paint, lumber, chain and drug out- 
lets. Write Box 406, c/o Harpware AGE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





SALESMEN WANTED to sell Harris 100% 
handmade guaranteed high-carbon steel knives to 
the retail hardware trade. For sixty years manu- 
facturers of butchers, paring, carving, kitchen, 

ers, skinners, steak, sticking, hunting knives, 
etc. A unique quality side line pay 20% com- 
mission. Give details of present occupation and 
err: Harris Knife Company, Cedar Rapids, 
owa. 





MANUFACTURER’S REPRESENTATIVES 
calling on hardware distributors. Baked Enamel 
Alumium Rain Carrying Equipment offers good 
potential and excellent commissions for you. High 
quality product—10 colors—complete merchandis- 
ing program including counter and wall displays. 
Special introductory offer helps you open up dis- 
tributors. Many territories open. Crown Alumi- 
num Sadentrial Corp., 5820 Centre Ave., Pitts- 
burgh 6, Pennsylvania. 





SALES REPRESENTATIVE WANTED by 
established New York manufacturer of wire 
staples used in stapling machines. To sell to 
Hardware Wholesalers and Building Material 
dealers. Following states are available: Florida, 
Georgia, Alabama, North Carolina and South 
Carolina. Write Box 423, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED 


ACCOUNTS WANTED BUSINESS OPPORTUNITIES 





NATIONAL MANUFACTURER 


Of good quality, competitively priced paint 
brushes, has several protected territories avail- 
able. Top commission, all shipments prepaid. 
Splendid opportunity for the right men. State 
full particulars in first letter. 


Write Box 305, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











CANADA 


Manufacturers representative with office in 
Montreal calling on wholesale hardware trade 
in Eastern Canada, requires additional line 
on exclusive basis. Long established and well 
known to the trade. rite 


Box P-3!, ¢/0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











WANTED EXPERIENCED SALESMEN 
well acquainted with volume buyers of hardware, 
auto accessory, chain stores, department stores, 
in many sections of the country except Michigan 
and California. We make the most complete line 
of floor and window cleaning Squeegees for the 
home, car, gas stations, stores, factory. Year 
round selling with good repeats. Protected terri 
tory to right men. Commission basis. Dorden & 
Company, 18750 Fitzpatrick Avenue, Detroit 28, 
Michigan. 


ACCOUNTS WANTED 





NEED REPRESENTATION IN 
GLAND? Four man sales force, established since 
1930, covers hardware, housewares, automotive, 
party and club plan, rack jobbers, super markets, 
jobbers, chains, department stores and large re- 
tailers. Can promote volume line. Inquiries in- 
vited from responsible manufacturer. Suite 314, 
43 Leon Street, Boston 15, Mass. 


NEW EN- 


| HELP WANTED 





WELL KNOWN AND ESTABLISHED 


We cover hardware jobbers, houseware job- 
bers, paint and sundry jobbers, chains, depart- 
ment stores, etc., in the Metropolitan area of 
New York City. Looking for one more line. 
Getting sales results is our business, what 
is yours? 
Write Box 418, ¢/o HARDWARE AGE 
Chestnut & 56th Sts.. “hiladelphia 39, Pa. 











ATTENTION MANUFACTURERS - 
lished manufacturers’ representative who is ag- 
gressive seeks additional line for Kansas, Mis- 
souri, Iowa, Nebraska, contacting Hardware, 
Houseware, Jobbers, Rack Jobbers, Drug, Vari- 
ety, Chains, Super Markets, Discount Houses. 
Must have established volume. We can furnish 
first class references. Write Box 416, c/o Harp- 
me Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


— estab- 





WELL ESTABLISHED MANUFACTURERS 
REPRESENTATIVE open for additional Hard- 
ware, Housewares or Garden line for Metropoli- 
tan New York and New Jersey. Concentrated 
persistent coverage of Hardware, Housewares, 
and Garden wholesalers, Rack Jobbers, Chains and 
Catalog houses. Excellent reputation in trade. 
Write Box 403 c/o Harpware Ace. Chestnut & 
56th Sts., Philadelphia 39, Pa. 





NEW ENGLAND STATES—Long established 
Steel and Steel Products Sales Organization is 
interested in adding additional exclusive lines on 
a commission basis. Presently selling Hardware, 
Lumber, Plumbing Supply and Building Material. 
Dealers throughout the entire area. Do not reply 
unless you are well rated and fully established. 
Norman Ash & Company, Inc., 80 Federal Street, 
Boston, Massachusetts. 








WANT SALES RESULTS? We get them be 
cause we concentrate in Michigan, Ohio, Indiana. 
Will handle two additional lines—only highest 
grade considered. Write Box A-10, c/o Harp- 
ee | Ace, Chestnut & 56th Sts., Philadelphia 
39. Pa. 





MANUFACTURERS’ REPRESENTATIVE 
with complete knowledge of the market and the 
methods of doing business. Calling on Hardware. 
Plumbing and Industrial wholesalers seeks good 
lines on exclusive basis. Will supply references. 
Will be in Chicago end of April. Write Emilio 
Rodanes Ballina, San Jose #602, Apt 6, Stop 
25, Santurce, Puerto Rico. 





DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 94 














RETAIL SPORTING GOODS 
MANAGER 


Take full charge of busy grow- 
ing department in Boston 
area. Must be thoroughly 
familiar with buying, display 
and selling. Salary plus incen- 
tive. 


Write Box 417, c/o HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BUYER of Hardware and Industrial Supplies 
by 50-year established Connecticut supply house. 
Experience in setting up buying and inventory 
control records, price books—working closely with 
sales personnel. Good opportunity for right man. 
Write Box 328, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


RETAIL HARDWARE STORE, 
over 30 years. Located central California, main 
shopping area. Clean stock of hardware, house- 
wares, ~ ne paints (available either with or with- 
out appliance dept.) Low cost long term lease. 
Sales volume for 1960, $300,000 plus. Sacrifice 
sale at well below cost due to age and ill health. 
For details address Box 302, c/o Harpware 
AcE, Chestnut & 56th Sts., Philadelphia 39, Pa. 


established 





HARDWARE & SUPPLY long established 
leading hardware in stable dependable dist. Im- 
mediate trade center 25,000 people. Handling & 
stocking, hardware, plumbing, steel, pipe, wire 
rope, tanks, fence material, rails, ranch & mine 
supplies, new & used. Facilities for adding build- 
ing materials or expanding scrap & salvage. Six 
figure price. Owner wishes to retire. Make ap- 
pointment thru ph. 410 or P. O. Box 788, Saf- 
ford, Arizona. Don Pace. 





STEEL 


HAND STAMPS 


WITH YOUR NAME AND ADDRESS 
ADVERTISE & IDENTIFY YOURSELF 
FOR MAXIMUM REPEAT BUSINESS 


* ECONOMICALLY * PERMANENTLY 
* EFFECTIVELY ¢ CONSISTENTLY 
Available from your STAR jobber 


STAR KEY & LOCK MFG. CO. 








5! S. First Street Brooklyn Ii, N. Y. 





Want more facts? Circle 254, p. 103 


KITCHEN HOOD MANUFACTURING 
BUSINESS FOR SALE: 


Have complete set of dies for making kitchen 
hoods. Cost $8,000. Will sell for $4,000. Will 
teach. Ideal for one man business. Cal 
Engineering Company 5407'/, Via Corona, Los 
Angeles 22, California. 











BELIEVE IT OR NOT. For less than 5¢ 
each you can buy as few as three dozen brass 
key blanks beautifully embossed with your name 
and address in permanent raised letters. W rite 
today for free bulletin #858. HAZELTON 
CHAIN CO. (manufacturers of key blanks and 
sash chain). 81 Kemble St., Roxbury 19, Mass. 








HARDWARE 
retail. 3 buildings; 


mill and factory supplies also, 
established 64 years. Goo 
buildings, stock and business. Good name—fine 
reputation. Fixtures, equipment, stock, goodwill 
and all assets go with sale In Chicago South- 
west. $30,000 plus inventory. This is a bargain 
ict now. Write Box 313, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








SHOVELS: 


handle, 


Special lot 200 dozen, long 
round mout SOLID SHANK, dirt 
shovels. Manufactured in England from finest 
Sheffield steel. Attractively priced below top 
domestic brands. For prices write or wire Trans 
Oceanic Trading Congoragen, 33 West 46th 
Street, New York 36, N. Y. 





HARDWARE BUSINESS with bright future 
in Lovell, Wyoming, for sale. Small investment 
with big potential in town of 2500 due for im- 
mediate industrial, recreational and agriegnaen 
growth. Contact Lovell Hardware, Lovell, 
W yoming. 





WELL ESTABLISHED HARDWARE 
BUSINESS, DOWNTOWN ERIE, PENN- 
SYLVANI A, for sale because of owner’s health. 
Annual sales over $50 Hardware, sporting 
goods, building materials, plumbing, housewares. 
Estimated worth fixtures, equipment and stock 
now $50,000. Selling price to be adjusted at 
inventory. Terms. orothy Harvey Realtors, 
2230 W. 8th Street, Erie, Pennsylvania. 


POSITIONS WANTED 


SALES: Mature. Good background both man- 
agement and field levels. Widely travelled North 
and South America. Experienced organizer and 
leader. Train salesmen, conduct sales meetings, 
manage exhibits, plan promotions, write adve rtis- 
ing copy. Seeking position in field or adminis- 
trative sales. Wili travel or relocate. Write 
Box 420, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





HADWARE SALESMAN OR STORE 
MANAGER, 39 years old with family and 10 
years hardware retail experience as owner and 
manager. Efficient in purchasing, sales, merchan- 
dising, accounting, inventory control and costs. 
Will sell or manage in area adaptable to present 
address. Resume on request. George C. Rosen- 
krans, 35 Conestoga Trail, Sparta, New Jersey. 


SPRING ASSORTMENT >So 


* 1,000 SPRINGS (#1 te #100) 
* METAL DISPLAY with SPRINGS 


Want more facts? Circle 255, p. 103 
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Only Dayton Green Cap Floats 


1. When Fioat is reeled in against Rod-Tip, the pres- 
sure automatically releases line from two-piece 
Green Cap. 


2. Float then slides down to bait ter- 
minal and fish for easy landing. 


Perfect for slip-casting. 


NO OTHER FLOAT GIVES YOU 
» ROD-TIP ACTION! 


S 








Y DAYTON Floats Now. 
Prepriced To Help The Dealer 





DAYTON BAIT AND MARINE 
PRODUCTS COMPANY 


2701 S. Dixie Drive, Dayton 9, Ohio 


IN CANADA: 


Dayton Reg., 11580 Poincarre Ave., Montreal, Quebec 











Ask your jobber about Dayton’s full line of floats 
Want more facts? Circle 256, p. 103 








FOR AMERICA’S pore 
POPULAR DUSTPAN ooeg 
ee long and short handle patterns 


Trobuding.. ee ee 
* Pink 

*% Turquoise 

*% Yellow 

* Sandalwood 


Write today 
for full details. . 


Patent Novelty Co. 
FULTON, ILLINOIS, DEPT. HA 


Want more facts? Circle 257, p. 103 
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Brown Corp., W. R......... 134 


| Campbell 
| Carter Industries . 159 cs G. | 58 





| Dayton Bait & Marine 














Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A Products Co. 178 
A. C. Spark Plug Div. Dempster Mill Mfg. Co. 129 
General Motors Corp... 28-29? Desmond-Stephan Mfg. Co.. 124 
Ackerman-Johnson Co. 172 Detecto Scales, Inc. 169, 171 
Acme Shear Co. 146 De Witt Products Co. 169 
Add Sales Co. 150 Durham Mfg. Corp. 161 
Ajax Wire Specialty Co. 177 Dykem Co., The 150 
Allen & Co., Inc., S. L. 30 
American Brush Mfrs. Assn. 
Bristle & Heir Div. 167 
American Chain Div. 
American Chain & Cable 


Co. 


E 
Eagle Electric Mfg. Co., Inc. 143 
Eastman Chemical Products, 
Inc. Be 
Edmont, Inc. 


; 6 . 

American Chain & Cable Co. se Sales Corp. 

Pennsylvania Power Mower mpire Brushes, Inc. 43 

y 

Div. ae F 
American Tack Co. Flexo Products, Inc. 129 

Snell-Jones Tacks, Inc... 122-123 | Franklin Metal & Rubber 
Ames Co., O. 34, 156 Co. 116, 
Anchor Hocking Glass Corp. | Frick- Gallagher Mfg. Co. 

36-37 | Fuller Tool Co., Inc. 
Animal Trap Co. of America 120 Fulton Co.., The 
Arro Expansion Bolt Co..... 162 G 
Artistic Wire Products Co. 159 Galef & Son, Inc.., 
Artwire Creations, Inc. .... 127 | Gates Rubber Co. 
Atlas Tack Corp. ......... 128) General Electric Co. 
B Clock & Timer Dept. 

Barnes Mfg. Co. 60-61 General Filters, Inc. 
Bassick Co., The .. 98 Gering Plastics, Div. of Stude- 
Bissell, Inc. 127.  baker-Packard Corp. 
Black & Decker Mfg. Co. 32 Grabler Mfg. Co. .. 
Boyle-Midway, Inc. Graham & Co., Inc., John H. 

Antrol Products Div. .. 48 G. W. Griffin Co. 
Bridgeport Hardware bik Seymour Smith & Sons, Inc. 

Corp. -_ 117. Gries Reproducer Corp. 
Brown, Ine. John Clark. -.. 180 Griffin Mfg. Co. 
Grote Mfg. Co. 


H 
Haaqer & Sons Hinge Mfg. 


J. L. 


Cc 
Chain Co.... 157 
Champion DeArment Tool Hahn-Eclipse Co. 56-57 
Co. | .... 23 Hamilton Glass Co., Inc. 151 
Chicago Metallic Mfg. Co.. 149 Hanson Co., Henry L. 
Chicago Spring Hinge Co.. 135 Harmon Machine Co., inc... 170 
Church, C. F. Hindley Mfg. Co. sais hs 
Div. of American Standard 24 Holub Industries, Inc. | 
Color Corp. of America, Hoover Ball & Bearing Co. 
Div. Valspar Corp. 69, 70 Hoover Bathroom Acces- 
Columbian Vise & Mfg. Co. 63 sory Div. 
Continental Scale Corp.... 44 Hoope Co., 
Coughlan Co., G. N.....40, 162 Hustler Mfg. Co. 
Crescent Plastics, Inc. . 144 Hy-Ko Products Co. 
Crescent Tool Co. ne 
Cross & Co., W. W. _ 115 Illinois Water Treatment 


D Co. 137, 138, 139 
lona Mfg. Co., Inc. ae ae 


24° TURF RIDER 
TRACTOR TYPE MOWER 


HAS HEAVY DUTY DECK 
With forward, neutral and reverse 
gear box. Has dead man clutch. 
3 h.p. engine. Differential optional. 
Send for free catalog on alumi- 
num and steel deck power mowers. 
UNIVERSAL “‘BLUE-CHIP”’ 


COUNTER SALESMAN 
The OVER 200 ITEMS in this UNIVERSAL “‘BLUE-CHIP”’ 
austempered blade, clutch and parts display provide re- 
placement parts for 95% of all mowers. Display contains 
30 blades, 12 clutches, 35 blade bushings and 124 bolts, 
keys and washers. Send for — Parts Catalog. 
Total retail value—No. UBRC-2 .$149.55 
100 ITEMS—No. UBRC-100 $ 73.05 

ATTRACTIVE DEALER DISCOUNTS 





KEEN BEE vi 2-0858 





Want more facts? Circle 258, p. 103 





. 
Kedman Co. . 
Keen Mfg. Co., Inc. 
Keil Lock Co., Inc. 
Kellogg Brush Mfg. Co. 
Klein & Sons, Mathias 


L 

Laszlo Co., S. E. 
Libbey Glass Div. 

Owens Illinois Glass Co. 
Libbey, Owens, Ford Glass 

Co. Window Glass Div. 
Liberty Distributors, Inc. 
Listo Pencil Corp. .. 
Little Giant Pump Co. 
Loma _ Industries 
Lufkin Rule Co. .. 
Lummis Mfg. Co. 
Lustre Line Products Co. 


M 
Magic Iron Cement Co., Inc 
Mansfield Sanitary, Inc. 
Marshalltown Trowel Co. 
Masonite Corp. .... 7 
McGill Metal Products Co. 
Miller Co., Inc., Robert E. 
Mirra- Cote Ce. Inc. 
Molly Corp. .. 
Myers & Bro. Co., F. E. 


National Housewares Mfrs. 
Assoc. 

National Screw & Mfg. 

Nicholson File Co. . 

North & Judd Mfg. Co. 


O 
Ox Fibre Brush Co., Inc 


p 
P.M.E. Co. 

Patent Novelty Co. 
Pennsylvania Power Mower 
Div. American Chain & 

SA ee jy ne 
Pennsylvania Saw Corp. 180 
Perfect Line Mfg. Corp. ... 171 
Perfection Industries 169 
Phillips Chemical Co. ...... 121 
Pittsburgh Plate Glass Co. 

Pennvernon Div. .. 18 

Store Front Div. 105 
Prizer Ware Div. 

Textile Machine Works 
Puritan Cordage Mills, Inc. 


169 
107 


fo) 
Quality Brands Association 
of America, Inc. 25 


Quickie Mfg. Co. 152 


Remington Hardware Co.., 
a ta 172 

Republic Steel Corp. .... . 64-65 

Revere Copper & Brass, Inc. 45 


pani Tool Co. | ae 


S 
Samson Cordage Works .. | 
Security Storm Lock & Hard- 
ware Co. ety 
Sheffield Hardware Co. 
Rol-O-Valve Sales ....... 160 
Shelby Metal Products Co. . I6! 
Simonds Saw & Steel Co. ... 125 
Snell Jones Tacks, Inc. 
American Tack Co. 122-123 
Southern Screw Co. ........ 19 
Star Key & Lock Mfg. Ca... 177 
Star Mfg. Co. Div. of Illinois 
lron & Bolt Co. 133 
Sterling Faucet Co. ..... 26 
Stevens Walden, Inc. 156 


Swing-A-Way Mfg. Co. .... 22 


T 
Taylor Chain Co., S. G. 
Taylor Lock Co. 
Tec. Imports 
Textile Machine Works 
Prizer Ware Div. 
Tier-Rack Corp. 
Toastmaster Products 
McGraw-Edison Co. 
Transistor World Corp. 
True Temper Corp. 
Turnbuckles, Inc. 
Turner & Seymour Mfg. 


. 142 
114 
179 


160 
. 79 


Co. 168 
U 

Union Fork & Hoe Co. . 

Union Steel Chest Corp. 

United States Graphite Co. 


V 


. 182 
150 
112 


Valspar Corp. 

Color Corp. of America 

Div. 69, 70 
Vaughan & Bushnell Mfg. Co. 133 
ViSirecord, Inc. 


Warren Tool Corp. .. 

Waterbury Lock & Specialty 
Co. 

Wells Mfg. Corp. 

Wen Products, Inc. .. 

Westinghouse Electric Corp. 
Lamp Div. 

Wheeling Corrugating 
Co. 


Williams RS ae 
Wissote Mfg. Co. ....... 
Woodhill Chemical Corp. 
Woodpecker Woodware ... 
Wright Bernet, Inc. ........ 
Wright & McGill Co. 

Wrought Washer Mfg. Co. . I01 
Y 
Yale & Towne Mfg. Co. 

Lock & Hardware Div. _. 3 
Yoder Mfg. Co. . 163 
Yuba Power Products, Inc. a 

Sub of Yuba Consolidated 


Industries, Inc. ..... 17 





pie Ou, 





| AND priced, to- sell ! 


TIME-TESTED [BRANDED| 


DRILSAW 


* ONE HANDER 


DEPENDABLE TOOLS 


. FILE RASP 


BS at Me Dah 


1900103 CALIFA st. 


Want more facts? Circle 259, p. 103 


HOW T0 CONVERT 
PALLETS T0 PORTABLE 
RACKS IN SECONDS 


, TY 








With 
TIER-RACK Frames... 
No Nuts, Bolts or Fixtures! 


Simply snap two interchangeable tubular frames to 
your regular warehouse pallet; two curved pins lock 
the frame rigidly at the top. The result —a lightweight 
portable rack that supports thousands of pounds. 


Portable TIER-RACK requires fewer aisles, puts “air- 
space’ to use, contains your load and lets you alter 
your layout as fast as storage conditions change. 


See how to gain more storage space in your warehouse 
. plus portability. 


SEND FOR FREE BROCHURE HA-4-61 
TIERRACK) TIER-RACK CORPORATION 


122 North 7th Street « St. Louis 1, Missouri 
Pat. No. 2,828,932; Pat. No. 2,828,933 & Pats. Pending 
Want more facts? Circle 260, p. 103 


ee 











NEW. . . FOR ALL KINDS OF WALLS 


PLASTIC SCREW 
ANCHOR 


PACKAGED TO SELL — SELF-SERVICE 
CARDS, KITS OR CARTONS! 


This is a quality anchor that sells on 
sight . . . a good repeater. The only 
plastic screw anchor with toggle-bolt 
action. No special tools required! 


Nationally advertised 
BIG SELLER 


NAME 





ONE SIZE WALLY 
Fits in 4" hole. 
Handles screw sizes 
No. 6 thru No. 10. 





FIRM 





EASY TO USE... 
LOW IN COST 


z HOLUB INDUSTRIES, Inc. 


TRADE MARK REG 


STREET 





CITY 





463 ELM STREET © SYCAMORE, ILL, 
Want more facts? Circle 261, p. 103 
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ALL PURPOSE UTILITY KNIFE 


DEALER COST 24¢ 
OVER 1000 USES IN HOME, FARM AND INDUSTRY 


owe... re 








Pei) Lise Kime) © 
. § 








famous TRIPLE TEST st 


M & Made in U.S. A. 

PENN STATE SAWS a RUSTPROOF ® 3 POSITION ADJUSTABLE 
7 SABER HANDLE BLADE 

CONTAINS 2 BLADES © HEAVY DUTY REVERSIBLE 

DIE CAST ZINC BLADES 


ASK YOUR JOBBER 


» Plastic, fiberboard, paper, wood, leather, rubber, linoleum, 
FOR CUTTING: wall board, asphalt, sereen, spline, rope, cardboard, etc. 


LUSTRE LINE PRODUCTS 
53 No. 2nd St. Philadelphia 6, Pa. 


Want more facts? Circle 263, p. 103 




















Kenberry GADGETSH 
ARE PROFITABLE | 


Se// Fast, Use 
Little Space 


Display as a family of 
gadgets in one place 
on peg booerds or 
counter bins for fastest 
self-service sales. Serv- 
ing Tongs in many 
sizes, styles. Cheese 
Slicers. Jar Wrenches. 
Deulxe Roast Rack. 
Skewers in all sizes. | 
Lacing Pins. Plate & 


PENNSYLVANIA Bites © Le 
SAW CORPORATION Rey “ather” gedocts, 


. | More than 50 GIANT BARBECUE TONGS 


Ask your jobber ONE MONTGOMERY ST. 





Want more facts? Circle 262, p. 103 or wrme Ser Rot SELLEVILLE 9,N.V. Kanberryasoosn 
Want more facts? Circle 264, p. 103 


For: Homes... Offices... Stores... Trucks... Boats... Mailboxes... Signs... Lawns... Windows 

















3” LETTERS & NUMBERS . < DECORATOR NAME and 


Flexible, Adhesive-Backed ) | » NUMBER PLATES 
” Thick “ -" . Of Heavy-Duty 
Ye” Thick “Foundry” Cast! i mn 4 
Not Paper Thin—Not a Film—Not zi’ . Outdoor Plastic 
a Tape es ae FREE Self-Selling Counter Unit 
FREE DISPLAY UNIT! | os displays 16 decorator plates 
with order of complete inventory 2 in the four most popular 
of 560 separate characters in j | architectural styles and col- 
3” Classic or Block style. Avail- — ors. Each plate holds 
able in 6 popular colors. oa, “PLASTIC-STIK-ONS” on 
Amazing 15¢ Retailer ‘A és a one or both sides 
Terrific Volume Profit Producer tA a | ae Retail Value $29 00° 
Total Retail Value $84.00 y y 1 Sy sia wcll eo 17.40 
Dealer Cost 48.00 aba. _- ie e Dealer Cost ‘ 
Dealer Profit 6.00 : a 3 Dealer Profit $11.60 
Write today for complete merchandising 
information, prices and catalog sheets THE P.M.E.CO.108 Naylon Ave. Livingston, N. J. 
Manufacturer's Representatives Inquiries Invited 


sticks on: GLASS...METAL..:WOOD...PAINT... PLASTIC ...CEMENT...ALL SMOOTH CLEAN DRY SURFACES! 
Want more facts? Circle 265, p. 103 











Furniture Rest — Pintle Type 





Rubber Expander 
+ ° oxes in Tubular Glide 
1%2", 1Ye"s 
Wonderful for all wood = Ye, a" 
Side ethty, See: \_ he 
Rubber © softly, silently, LENCE gs eee Ge 
. smoothly. Set of 4 on 
Crutch Tip . 6 Sizes, 
%”, %”, 17, 11/16", 1%”, 1%". 


PROMPT SHIPMENT all 
| a : Ask your jobber, If he is not supplied, == Oi sa 
Singie | ROBER ° os es Adjustable Ru le 
Monoseint Glide gc Bakelite Caster Cup 3 5 P e ss . _ eames at “ea tushion an” we ~ = 
Want more facts? Circle 266, p. 103 
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National’s your better buy 
for quality in product and package 


Experience has proved that packaging 
pre-sells the product inside. With that 


read sizes and names of the fasteners. 


T +: packaging a quality product deserves 


idea in mind, National gives you: 


Brighter boxes—trim, colorful cartons 
with the glossy finish that resists smudg- 
ing, stays clean longer, dresses up 
fastener shelves, and keeps fastener 
departments looking spic and span. 


Color-coded labels—to instantly identify 
the kind of fasteners wanted. 


Large-type lettering—to make it easy to 


— because, most important, the fasteners 
themselves live up to the looks of the box 
-.. with quality that protects your repu- 
tation for selling dependable products. 


These are some reasons why so many 
of our customers standardize on the 
National line, and why they all agree: 
*“National’s Your Better Buy.” 


Ask Your Distributor... He Knows 


THE NATIONAL SCREW & MFG. COMPANY « CLEVELAND 4, OHIO 


CALIFORNIA DIVISION, THE NATIONAL SCREW & MFG. CO. 


3423 SOUTH GARFIELD AVE., LOS ANGELES 22, CAL. 





